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ABSTRACT
This study explores to identify integrated resort managers’ and employees’ perceptions
about the use of the mystery shopping program as a service consistency tool and as part of the
performance appraisal process. This study reviews previous literature review about the mystery
shopping program and its potential psychological impacts on the employees. Such potential
impacts include feelings of anxiety, induced stress, trust issues with managers, and privacy
infringement. Using the thematic analysis, and Likert scale, the perceived usefulness of mystery
shopping and potential psychological impacts were identified.
The study was conducted in two phases to identify both overlap and differences between
the two groups: employees and managers. The first phase of the study invited 9 line-entry
employees from upper-upscale and luxury integrated resorts to identify their perception about the
mystery shopping program. The main findings of the study are compared with the previous
literature review. The analysis indicated that employees perceived the usefulness of the program
in terms of performance appraisals and consistency tool. Additionally, the abovementioned
psychological impacts were identified except the privacy infringement. The second phase of the
study invited 10 management professionals and executives from upper-upscale and luxury
integrated resorts to identify their perception about the mystery shopping program. The main
findings of the study are also compared with the previous literature review. The findings overlap
with employees and expressed that they perceived the usefulness of the program in terms of
performance appraisals and consistency tools. However, the differences existed for potential
psychological impacts. The practical implications of the findings are also discussed in the study.
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CHAPTER ONE
INTRODUCTION
The nature of the work environment in the hospitality industry requires intensive emotional
labor (Shani et al., 2014). Employees must express appropriate emotions such as being friendly,
empathetic, and trustworthy, regardless of any challenging interaction with a guest (Zapf, 2002).
Such discrepancy behaviors and emotional regulation has led employees to experience burnout at
work (Chen et al., 2012). Therefore, high dependence on emotional labor employees often leads
to inconsistencies in expected levels of service. The inconsistent service quality adversely impacts
guest satisfaction (Ross, 1994).
The emphasis on guest satisfaction is high in the hospitality industry because it is the
mediating factor between the organization and customer loyalty (Kandampully & Suhartanto,
2000). Undoubtedly, higher-brand properties require employees to perform to the level where
guest satisfaction is greatest (Cadotte & Turgeon, 1988). O’Neill & Mattila (2004) suggested that
hotel executives maintain consistent service quality to improve guest satisfaction. However, a
concern was raised by Presbury, Fitzgerald & Chapman (2005) that hotels are placed at high risk
if guests’ satisfaction levels do not meet their high expectations. Delivering consistent service is
an everyday challenge for the hospitality industry (Wong et al., 1999). Likewise, maintaining
consistent service to sustain guest satisfaction is still one of the biggest challenges of hospitality
industry management (Su, 2004).
In the modern economy, with its ever-evolving changes in customer behavior and
preferences, organizations seek innovative practices to ensure service delivery and consistency
(Chen et al., 2009). As the inadequate collection of guests’ feedback limits the generalization of
their perspectives, hotel managers have sought a systematic action plan for increasing the quality
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of service (Prasad et al., 2014). To identify inconsistencies and minimize their occurrence,
hospitality organizations often implement mystery shopping, sometimes known as “secret
shopping,” to document any shortfalls with the established standards. For this study, only the
term “mystery shopping” will be used. The information gathered through the mystery shopping
process is used for identifying and addressing ongoing service consistency issues as well as
improving the quality of service (Chen & Barrows, 2015). The program allows managers to
analyze real-time employee performance and service delivery (Yaoyuneyong et al., 2018).
Mystery shopping is defined as trained individuals, often disguised as regular customers,
experiencing the quality of the service as if they are potential customers, and then providing
feedback about their experience (Atef, 2002). Mystery shoppers can monitor the service from the
perspective of guests (Yaoyuneyong et al., 2018). Such “shopping” is one of the tools used by
the hospitality industry to observe areas of improvement and to provide a consistent level of
service. The method supports the achievement of the established service standards and highlights
potential service gaps. The three standards that mystery shoppers observe are monitoring guests’
behaviors, observing employees’ interactions with customers, and documenting the consistency,
or lack thereof, in service (Beck & Miao, 2003).
Although mystery shopping benefits the company for a variety of reasons, it is important
that employees who are being “shopped” do not feel deceived (Wilson, 2001). As the
circumstance of the mystery shopping is the transaction between mystery shopper and
employees, it could potentially create psychological stress for workers anticipating being
“shopped” and feelings of guilt for the mystery shopper due to the secretive nature of the
evaluation (Douglas, 2015). Psychological stress has occurred when a person’s evaluation of
others has required resources in return (Lazarus, 1995). Employees have often agreed that the use
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of mystery shopping was a source of stress and anxiety (Douglas et al., 2008). Therefore, the
perceived psychological impacts of mystery shopping on managers and employees remain in
question and a potential concern for certain industries, such as the hotel industry, where,
according to Beck & Miao (2003), the practice is frequently used. An inquiry to see if there are
any unintended consequences from the use of these programs could help establish better
informed deployment strategies and contribute to the associated literature.
Purpose
The main purpose of this study is to explore the perceptions of integrated resort managers
and employees about the use of mystery shopping programs as a service consistency tool and as
part of the performance appraisal process.
Statement of Problem
A manager’s role is to lead and guide employees. Managers often provide feedback and
performance appraisals as an ongoing process to motivate and improve future performance
(Steelman & Wolfeld, 2018). Mystery shopping is intentionally used as a tool to identify
performance issues and coach employees rather than discipline or punish them. In fact, the
hospitality industry links mystery shopping with employee recognition as a way to encourage
employees. Employees who score high marks from the mystery shopper are often recognized
(Beck & Miao, 2003).
Despite managers’ motives to increase productivity and to maintain service quality,
mystery shopping may adversely affect and cause psychological anxiety in employees (Douglas
et al., 2008). Workplace anxiety is known to harm employee morale and productivity. Workplace
anxiety works as a mediator between job insecurity and job satisfaction. Job insecurity leads to
high workplace anxiety, consequently resulting in decreased job satisfaction (Cheung, 2019).
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Additionally, the unknown presence of mystery shoppers at work may be perceived as deceptive
and may lead to trust issues between managers and employees. A survey of hotel general
managers by Beck & Miao (2003) established that mystery shopping is a widely used practice in
the hotel industry. Thus, it is possible that the abovementioned issues of mystery shopper–
induced lack of trust, stress, and anxiety among employees of hotels may be prevalent. To further
explore the potential issues, the following questions are posed.
Research Questions
1. How do employees in integrated resorts feel about the use of mystery shopping on a
regular basis?
2. How do managers in integrated resorts feel about the use of mystery shopping on a
regular basis?
3. How is the use of the mystery shopping program as a service consistency tool and as part
of the performance appraisal process perceived by managers and employees?
Justifications
Mystery shopping in the hospitality industry is common (Chen & Barrows, 2015). The
findings of this study could shed light on resort employees’ and managers’ perceptions and
attitudes about the use of mystery shoppers as a tool for ensuring service consistency and
identify the scope of potential issues such as feelings of deceit, elevated workplace anxiety, and
stress. A careful review of the relevant literature did not produce scholarly work about the
specific problems stated above. Hence, a study of exploratory nature is justified.
Delimitations
This study focuses on luxury and upper-upscale integrated resorts in the southwestern
United States. These types of hotels were selected because luxury and upper-upscale integrated
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resorts tend to place more emphasis on a consistent level of service quality than do traditional
hotels in the midscale and economy segments. Demand for a higher level of service is expected
in luxury and upscale hotels (Presbury et al., 2005). Such accommodations almost always
subscribe to services such as Forbes and AAA to receive ratings on their level of hospitality and
quality of services, unlike some of their counterparts in the midscale and economy segment.
Therefore, they readily employ mystery shopper services, whereas other segments may not.
Hence, the findings in this study are not applicable to the entire hotel industry. A national
random selection of properties across all segments would allow us to maximize the
representation of all segments in the hotel industry and make the study more generalizable.
However, due to the time and resource limitations of the researcher, this approach is not
achievable.
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CHAPTER TWO
LITERATURE REVIEW
Despite its varied characteristics, the hospitality industry is unique among other industries
because of four defining features: it is labor-intensive, it fluctuates dramatically from season to
season, the service is intangible, and the accommodations are perishable. Sales volume depends
on the quality of the service. To provide excellence to customers, employees hold a critical role
in delivering service. Employees are considered the primary resource in the industry. Therefore,
an increasing number of hospitality organizations are seeking to measure guest experiences and
to manage employee job performance (Yaoyuneyong et al., 2018).
Traditionally, the hospitality industry has used focus groups, one-on-one interviews,
surveys, and mystery shopping as methods of assuring the quality of service (Ford & Bach,
1997). Even today, many hospitality industries hire mystery shoppers to evaluate and to advance
employee performance (Yaoyuneyong et al., 2018). The program maintains a good reputation in
the industry for producing fact-based, professional results.
Although mystery shopping data is used as training material for improving employees’
job performance, the unknown nature of the practice creates psychological impacts on
employees. Such impacts are workplace anxiety, privacy concerns, trust issues between
managers and workers, negative impacts, and no effect at all from the feedback.
This literature review explores the use of mystery shopping in the hospitality industry.
Analysis of previous studies will describe the current characterization of mystery shopping and
explore perceptions of mystery shopping feedback. The data and research studies have delineated
both the positive and negative aspects of mystery shopping.
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Past research has considered mystery shopping in the hospitality industry from a number
of angles, including its introduction by the Mystery Shopping Professional Association and
descriptive data about the frequency of mystery shopping worldwide. The research also includes
standards of observation, types of mystery shoppers, and methods in different stages.
Following a review of the studies about mystery shopping, the psychological impacts of
feedback on employees will be reviewed, as will perceptions of the program from the
perspectives of both managers and employees. This literature review will bring an understanding
of the different perceived impacts of mystery shopping, depending on the employee’s level of
status at the workplace.
The literature review will conclude with the introduction of organizational justice and the
ways organizational justice could be used in evaluating the effectiveness of mystery shopping in
the hospitality industry. The concept will identify employees’ perception of the fairness of
business decisions. Previous research suggests that organizational justice will minimize any gaps
between the company and employees.
Traditional Service Measurement Tools
The defined quality of service occurs when customers compare their expectations with
the actual delivery of service. This measurement of service quality makes it difficult for
hospitality managers to predict outcomes since it is defined by customers’ perspectives (Akbaba,
2006). Traditionally, one of the specialized instruments used to measure service quality was
SERVQUAL. The SERVQUAL scale was developed in 1985 and refined in 1988 and 1991. The
model enables evaluating service quality on five dimensions: tangibles, reliability, assurance,
responsiveness, and empathy (Parasuraman et al., 1985). In response to confusion about

7

SERVQUAL’s reporting of the level of service satisfaction, the SERVPERF scale was
developed in 1992 to measure performance perceptions only (Jain et al., 2004).
As the rapid invention of technology evolved, hotel operations also implemented
paperless guest surveys and comment cards to measure guest satisfaction (Prasad et al., 2014).
The hospitality industry continues to identify determining factors that measure service quality
(Rajaguru & Hassanli, 2018).
Mystery Shopping
“Mystery shopping” describes a program in which trained individuals are hired to
experience customer service interactions as if they were potential guests of a property and to
provide performance feedback about the shopping experience (Atef, 2002). The shoppers act as
day-to-day customers to assess either individual interactions or the overall service experience
(Porter, 2018). Customer service is an important aspect of the business because of its ability to
drive more demand. Satisfied customers spend more money, become loyal, spread positive word
of mouth, and bond with employees, leading to return visits rather than visits to competitors
(Wiele et al., 2005). The expectation of the customer experience creates demand and eventually
results in customer satisfaction. Hospitality operations hire mystery shoppers as a way to develop
professional growth and define their brand image (Yaoyuneyong et al., 2018).
Additionally, managers rely on mystery shopping as a tool for benchmarking, for setting
up training programs, and for evaluating employees (Blessings, 2019). It is recognized as a more
reliable source of cost-effective data than customer surveys (Finn & Kayandé, 1999). The
Mystery Shopping Professional Association (MSPA) recently reported that, worldwide, mystery
shopping is a $2 billion business with1.5 million people working as mystery shoppers (Blessings,
2019). The MSPA comprises 450 member organizations in the Americas, Europe, and Asia/
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Pacific (Pashkina & Plakhotnik, 2018). Moreover, the MPSA reported that mystery shoppers
conducted approximately 8.1 million mystery shops in 2004, and the program benefited business
with an average growth of over 10 percent (Yaoyuneyong et al., 2018).
Mystery Shopping in the Hospitality Industry
Mystery shopping is practiced in various hospitality industries such as hotels, retail
shops, restaurants, hospitals, and banks (Pashkina & Plakhotnik, 2018). It has gained increasing
popularity within hospitality industries because the nature of that business is to provide a
consistent level of service. The main purpose of mystery shopping in the hospitality industry is to
measure the quality of service delivery (Wiele et al., 2005). The shopping method supports
achieving service standards and emphasizing service gaps between customers and the company.
Measuring the service performance of an employee is difficult by nature because of the
subjectivity of an interaction between employee and customer. To minimize subjectivity,
mystery shoppers implement three standards. As they observe the property, their main goal is to
monitor customer behaviors, to observe employee interactions with customers, and to research
the consistency of service (Beck & Miao, 2003). Mystery shoppers are able to provide both
objective and subjective feedback about service interactions. Not only does the program measure
the quality of the service, but it also tests the effectiveness of training programs (Hesslink, 2003).
Mystery shopping also benefits a company in ways other than creating consistency in service
quality. For the organization, mystery shopping is used as benchmarking tool and one that
compares the company’s activity with that of competitors (Herbst et al., 2007). The program
provides the means to identify both differences and areas of weakness by comparing a company
with its competitors (Atef, 2002). Scores from individual mystery shops are posted online for the
selected hospitality properties, enabling all industry workers to see which locations and which
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brands have the highest and the lowest scores. This creates competition among branches and
spurs resorts to focus heavily on areas of improvement (Wiele et al., 2005).
Types of Mystery Shopping
Mystery shopping technique has evolved over the years. In hospitality industries, there
are two types of mystery shoppers: internal and external (Dutt et al., 2019). Internal mystery
shoppers are generally regional managers or corporate-level personnel hired by senior
management at the property. Once internal shoppers are selected, they are trained following the
organization’s specific criteria. When the “shopping” is performed by in-house employees,
shoppers must present feedback to their senior managers following a timeline. This minimizes
delays so senior managers can respond more quickly. The disadvantages of internal shopping are
that it creates bias feedback and that the shoppers have to work outside of their normal operating
hours (Beck & Miao, 2003). The employee bias could manifest either positively or negatively.
External shoppers work for third-party companies contracted to conduct independent
research (Erstad, 1998). They are hired to produce unbiased feedback while maintaining
professionalism. They are more expensive than internal shoppers and their work is independently
conducted, eliminating a company’s control over the process. Companies have no control over
how an external mystery shop is conducted, including how many visits a shopper may make.
Consequently, the results may be less reliable and may impact poorly on brand image.
Methods of Mystery Shopping
Performance is evaluated in two stages: preparation and inspection (Atef, 2002). Mystery
shoppers travel to various locations and branches of a hospitality company. Each branch has its
own distinct standards, policies, and procedures. Hence, before mystery shoppers make any
observations, they must do research and familiarize themselves with the company they are
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evaluating. Having industry knowledge enables mystery shoppers to complete the job accurately
and better supports their experience (Dutt et al., 2019). Once mystery shoppers complete the
preparation stage, they begin the inspection stage.
The inspection stage starts when shoppers arrive at the property. This is the core of the
program, with the shoppers truly experiencing the service provided. They consume the product
and record their interactions with employees. Their feedback is then analyzed into data sets
(Atef, 2002) following a structured checklist that uses codes to measure service performance
(Wilson, 2001). The information gathered by the mystery shoppers is then translated into rating
scales, checklists, and open-ended responses (Atef, 2002). A narrative and storytelling format is
also used in evaluations (Beck & Miao, 2003). The final report is presented to senior
management in the company once both the preparation and inspection stages are completed by
the mystery shopper. The final result is then passed down to middle management and later
distributed to employees as feedback.
Feedback in the Hospitality Industry
The definition of feedback is information that alters the gap between the actual level and
the reference (Ramaprasad, 1983). Feedback provides information regarding a person’s work
performance. Informative feedback gives employees a clear sense of their duties and reduces
uncertainty about the work. In the hospitality industry, management uses feedback in its
operations for multiple reasons. Managers provide feedback to measure the performance of
employees (Law & Tam, 2008). In the workplace, feedback is often known as performance
evaluation, which is designed to see whether organizational members have achieved the goals of
the organization (Islam, 2006). In many companies, performance appraisals are combined with
rewards to encourage and recognize employees (Law & Tam, 2008). Mystery shopping is one of
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the instruments that can be used to provide feedback to employees. Companies link mystery
shopping and employee recognition to encourage their workers (Beck & Miao, 2003), to coach
them, and to identify training improvements.
Types of Feedback
In the workplace, there are two types of feedback: learning-oriented and performanceoriented (Johnson et al., 1993). Learning-oriented feedback is descriptive information that
provides individuals with strategies for improving specific tasks and overall performance. This
feedback develops a learning goal for individuals that is designed to result in more appropriate
behavior. Performance-oriented feedback is used to indicate whether a worker’s performance
was at a mastery or novice level or somewhere in between (Johnson et al., 1993).
Managers’ Perception of Feedback
Although feedback holds a critical role in the workplace, the perception of feedback
differs between managers and employees. Corporate-level management constantly educates its
employees about the importance of consistent service quality as well as brand image. Managers
also consider feedback as positively affecting the front-line employees’ work performance (Auh
et al., 2019). Additionally, some organizations earn awards from rating companies and use their
feedback to improve the quality of their service (Torres et al., 2013). The perception of feedback
is positive for managers in the workplace. Managers highly encourage the use of mystery-shop
feedback in the industry (Su & Tsai, 2014). They believe that implementing feedback for
employees will improve the overall quality of the service.
Employees’ Perception of Feedback
The perception of feedback from employees is more about individual concerns. Research
indicates a preference for immediate feedback from the management in the new millennium
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(Latham et al., 2012). The reason behind this is that delay in feedback from management will
cause a loss in momentum. As the expectations from management are fully elucidated,
individuals are inspired to take action (Ford, et al., 2016). For employees, feedback is accepted
when it comes with a clear action plan and guidance (Law & Tam, 2008). Employees also
approve of feedback when it is of acceptable quality and comes from credible sources (Son &
Kim, 2016). Occasionally, employees’ perceptions about feedback change depending on how the
feedback was delivered to them. High challenge-related stress causes high effectiveness in work.
However, supervisory feedback influences employees to consider challenge-related stress as
“good” (Hon et al., 2013). The accepting behavior is influenced by the type of management as
well. Learning goal–oriented leaders are better able to persuade employees. Also, stronger
cultures in an organization can moderate feedback acceptance (Son & Kim, 2016). Additionally,
a supervisor’s fairness when providing feedback influences employee attitudes and behaviors in
an organization (Sparr & Sonnentag, 2008).
Psychological Impact From Feedback
Psychological safety is an important factor that affects employees’ behavior (Wang et al.,
2019). However, employees’ emotional reactions to performance feedback could provoke
negativity in job performance. Although mystery shopping benefits the company for various
reasons, it could potentially impede the relationship between managers and employees.
Employees often dislike mystery shopping because of its inherent secrecy, as they do not know
who is performing the observations or when the observations happen. Mystery shopping is often
considered an unethical appraisal system in the workplace (Pashkina & Plakhotnik, 2018).
Employees struggle with psychological impacts as the number of mystery shops increases. The
potential psychological impacts are workplace anxiety, privacy concerns, and trust issues.
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Additionally, negative feedback influences employees to take negative actions or to simply
become simply careless.
Workplace Anxiety
In the hospitality industry, frontline employees are already stressed with overloads of
work. Frontline service employees experience a high level of emotional labor, which leads to
burnout at work. Burnout creates negative job performance (Prentice & Thaichon, 2019). In
addition, unmanageable workloads lead to workplace anxiety and depression. A lack of help
from management can also result in anxiety (Haslam et al., 2005). Workplace anxiety works as a
mediator between job insecurity and job satisfaction (Cheung et al., 2019).
The hospitality industry implemented mystery shopping as a tool to minimize
inconsistency in service delivery. However, the number of shoppers’ visits done at a property is
unknown and the timing of the visits is inconsistent. These anonymous activities create
workplace anxiety for employees (Douglas et al., 2008). It is almost impossible that one instance
of service providing is equivalent to another, so employees could potentially make mistakes that
lead to disciplinary action. Concern rises that the program could lead to discipline due to the
results of the final report (Dutt et al., 2019). Employees feel that management uses mystery
shopping as a tool to spy, note poor behavior, and catch dishonesty among workers (Pashkina &
Plakhotnik, 2018).
Workplace Surveillance and Privacy Boundary
Employees also feel that mystery shopping violates their privacy boundaries in the
workplace. Mystery shopping is considered workplace surveillance because it monitors everyday
interactions between employees and customers. If not informed of the evaluation in advance,
employees might be unpleasantly surprised and feel their rights were violated (Pashkina &
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Plakhotnik, 2018). The objection that such surveillance is unfair applies when employees are
monitored at work. Employees have questions about whether it is reasonable and necessary to
monitor them and how such monitoring is work-related (Mishra & Crampton, 1998). Workplace
surveillance pushes employee privacy boundaries. It is accepted because of the nature of the
workplace but must be addressed with employees to limit boundary issues (Watkins et al., 2007).
Employees accept surveillance and privacy invasion from the organization when it is limited and
infrequent (Eddy et al., 1999). Employees feel pressured and stressed from workplace
monitoring (Mishra & Crampton, 1998). Furthermore, employees fear that the employer gets
only “part of the picture” from surveillance. They are concerned that the results of surveillance
reflect only the interest of the employer (Introna, 2000).
Trust Issues Between Manager and Employee
Feedback also creates trust issues between managers and employees. Employee job
satisfaction and work dedication depend on how hospitality managers express trust to them (Gill,
2008). Team service quality is positively related to managers’ trust in team members. The trust
that managers have in their employees can prevent burnout in the workplace (Martínez-Tur,
2020). However, employee control may impact differently, depending on the referent (Weibel et
al., 2015).
Employees often feel that workplace monitoring is a privacy invasion that creates
difficulty in the trust relationship between employee and employer (Mello, 2012). Often,
employees argue that mystery shopping is a form of dishonesty since the shoppers are hiding
their true identities. Mystery shopping includes deceit and causes misrepresentations and human
harm through lies (Shing & Spence, 2002).
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Furthermore, employees contend that mystery shopping is unfair. The shops are most
likely to happen during regular check-in and check-out times. Employees who work the
graveyard shift have less chance to be “shopped” than day- and swing-shift employees; therefore,
those workers are less likely to receive feedback than others. This could create an impression of
unfairness among employees who work different shifts. Perceived fairness is a central concern in
the workplace (Wang et al, 2019). Employees’ perceptions of how fairly they are treated impact
on their commitment to work (Wang et al, 2019).
Negative Impact
An employee perceives a psychological contract breach when the employer presents an
incongruent expectation (Johnson et al., 2003). The negative impact of feedback occurs when
employees receive negative comments in regard to their performance. Managers are concerned
with providing negative feedback to employees. Negative feedback often leads to a source of ego
threat, negative affect, defensiveness, and conflict among organization members (Geddes &
Baron, 1997). Another negative impact of feedback is the creation of stereotypes. Stereotype
threat leads to suboptimal feedback-seeking and utilization (Roberson et al., 2003). Not only do
managers encounter the dilemma of providing negative feedback, but mystery shoppers feel the
difficulty as well. Mystery shoppers have felt discomfort from providing negative feedback
(Douglas, 2015). The feedback from the mystery shopper has the potential of being biased since
the shopper is a human with human emotions.
No Effect From Feedback
Feedback-seeking behavior is defined as an employee’s effort to proactively seek
performance evaluation from managers (Auh et al., 2019). Although feedback receives high
value at the workplace, not all employees are affected by it. Feedback is useless if the recipient
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does not accept it (Son & Kim, 2016). The acceptance of feedback also depends on the job
satisfaction level of employees. Employees with high satisfaction levels are less likely to be
affected by feedback since the desire for improvement is lower; however, employees with job
dissatisfaction seek feedback to improve (Auh et al., 2019). Mystery shoppers’ feedback is
culturally and experientially dictated. It proves data that is more quantitative than qualitative
(Porter, 2018).
Organizational Justice
The importance of fairness is an ongoing issue in organizations. Theories of social and
interpersonal justice have been introduced to understand behavior in an organization; however,
those theories focus more on social interaction rather than on organizations (Greenberg, 1990).
Therefore, organizational justice was introduced as an alternative. Organizational justice brings
to light employees’ perceptions of the fairness of company decisions (Greenberg, 1987), and it is
impacted by mystery shopping. There has been research suggesting that use of organizational
justice techniques could improve employee satisfaction with the mystery shopping program. The
norm of organizational justice identifies the evaluation of employees’ perceived value with
mystery shopping (Pashkina & Plakhotnik, 2018).
Conclusion
Despite its popularity in practice, relatively few research studies have been conducted on
mystery shopping’s impact on employees. Many research articles have discussed the advantages
mystery shopping brings to a company, but the perceived value to employees has yet to be
studied. Many hospitality industry leaders often focus too much on the company’s brand image
and unintentionally forget the importance of employees. The hospitality industry is a type of
business that requires intense human labor. Running an exceptional business requires that
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employee needs are met at the same time that organizational goals are met. Therefore, managers
should proactively identify how well employee needs are currently being met in conjunction with
enacting mystery shopping.
The review of the related research studies was carried out to identify the role of mystery
shopping and its perceived impact on employees. The findings of the above-mentioned studies
indicate that it is imperative for managers to understand how the perception of mystery shopping
differs between employee and employer. When employees are able to express their concerns
about mystery shopping, that can mitigate a sense of management power plays and build better
relationships between managers and employees at the workplace.
Although each of the studies had limitations, the findings can benefit managers by
providing alternatives for improving mystery shopping. Most of the reviewed studies offer a
framework on how to use mystery shopping more effectively. Also, some suggest future research
on organizational justice as a mediating factor in mystery shopping. The existing literature on
mystery shopping suggests the need to further explore the topic, especially from the perspective
of employees and management.
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CHAPTER THREE
METHODOLOGY
In their efforts to offer a reliable mystery shopping tool for restaurants, Chen and
Borrows (2015) documented the widespread use of mystery shopping across the hospitality
industry. Despite the extensive utilization of mystery shopping by hospitality businesses, a
thorough review of scholarly publications on mystery shopping indicated primarily an emphasis
on mystery shopping program development, examination of the influence of mystery shopping
on guest satisfaction, and the maintenance of service standards. However, the review of related
literature yielded no hospitality and tourism research studies addressing the key questions posed
in this thesis study. The perceived impacts of the use of mystery shopping on employees, i.e.,
potential feelings of anxiety, stress induced by the program, possible distrust of the organization,
and privacy invasion, have yet to be researched.
To gain insight into the prospective presence or absence of the abovementioned beliefs
and attitudes among hospitality employees, supervisors, and managers, an exploratory approach
to research design and data collection path was selected. The study had two phases:
1. Phase One: A qualitative inquiry via focus group technique using a virtual online
platform to gain insight from non-managerial employees.
2. Phase Two: A qualitative inquiry via email-based interviews with hospitality managers
and executives.
Given the fact that the integrated resorts tend to be more upscale and luxurious, the
emphasis on quality and consistency in service standards is greater than at traditional hotels.
Integrated resorts tend to utilize mystery shopping more frequently than do other types of
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lodging properties. Hence, the focus of the study was integrated resorts. The primary research
questions to be explored included:
1. How do employees in integrated resorts feel about the use of mystery shopping on a
regular basis?
2. How do managers in integrated resorts feel about the use of mystery shopping on a
regular basis?
3. How is the use of the mystery shopping program as a service consistency tool and as
part of the performance appraisal process perceived by managers and employees?
Convenience sampling was employed, and the top three integrated resorts, based on
number of rooms, in the southwestern United States were targeted for this study. All three
properties are classified as upper upscale or luxury and rank in the top 40 resorts worldwide.
Each selected resort has consistently earned top ratings from AAA and Forbes as an indication of
service quality and available amenities.
As the previous literature suggested, employees and managers hold critical responsibility
in mystery shopping. It is imperative to select the most qualified participants to conduct a
purposeful sampling for the study. Hence, participants were selected based on the following
criteria. First, because of research protocol rules, the participants were required to be at least 18
years old. Second, the participants had to have worked or still be working at one of the selected
integrated resorts. The rationale is to ensure the awareness of such programs and having the
experience of participating in performance appraisals where mystery shopping scores were used.
Phase 1 – Focus Group Study with Non-Managerial Employees
A focus group study was conducted to validate the relevance of the questions derived
from the literature review. Cooper and Schindler (2014) state that a focus group study is an in-
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depth investigation to focus on critical issues. Fox, Morris, and Rumsy (2012) suggest that online
focus groups benefit research due to time reduction, cost efficiency, and participant challenge
eliminations. A recent study by Chen and Barrows (2015) employed a focus group to explore the
perception of mystery shopping in the hospitality business. The use of focus groups is critical for
this exploratory study since collective perceptions and beliefs are being sought from the
employee population. The questions were formulated based on the related literature review and
on a priori knowledge of the research team about mystery shopping procedures.
Sampling and Data Collection
To conduct this study, non-managerial employees in the integrated resorts were invited to
participate in a Zoom (audio only) focus group. The effects of the Covid-19 pandemic adversely
impacted the possibility of holding a focus group in person due to social distancing mandates.
Convenience sampling was employed for this study. The samples were selected from the
principal investigator and the student investigator’s current LinkedIn connections. They were
invited to the study because they met the requirement of being at least 18 years of age and were
line-level hospitality professionals in guest-facing positions at the upper-upscale or luxury
integrated resorts. A total of 11 participants were invited, and nine accepted the invitation and
gave consent to participate. Their demographic information is shown in Table 1 in Chapter Four.
Focus Group Procedure
Phase 1 of the study was conducted in an hour-long focus group session via a virtual
online platform (Zoom). An open-ended discussion was held in which the findings from the
literature reviews were presented along with proposed questions. Additionally, participants were
asked to rate potential psychological impacts on a 7-point Likert-scale during the focus group
session.
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The focus group questionnaire consisted of four sections. The first section aimed to
examine employees’ perceptions of the function and value of mystery shopping practice at their
respective resorts. The questions were: (1) Please explain the purpose of the mystery shopping
program at your integrated resort. (2) Do you feel that there is value in implementing mystery
shopping at your property?
The second section of the question set aimed to identify the perceived operational
efficiency of the mystery shopping program as well as its ethical use as a workplace performance
measurement tool. The questions included: (1) Do you feel that it is ethical to use mystery
shopping as part of the performance appraisals? (2) Do you feel that the practice of mystery
shopping helps maintain consistency with service standards at your respective/former property?
(3) What do you feel about frequent use of mystery shopping at hotel properties?
The third section of the questionnaire examined the potential psychological effect of the
usage of the mystery shopping program at the employees’ respective resorts. The questions were:
(1) Do your fellow team members get anxious due to the possible presence of mystery shoppers
during their shift? (2) Do your fellow team members express getting stressed about the mystery
shop programs at the resort? (3) Do you think the mystery shopping program impacts the
relationships between your fellow team members and managers? (4) Do your fellow team
members feel their privacy rights were infringed upon due to regular mystery shopping practices
at your property?
The last section of the question set aimed to identify general opinions about the use of
mystery shopping programs. The question included: (1) How often would you prefer to have the
mystery shopper visit your property? (2) Is there a question that I should have asked you about
this topic but did not?
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The recordings of the focus group session were transcribed by the student investigator.
Then, a thematic analysis method was applied by the research team to identify patterns across the
insights provided.
Phase 2 – Structured Online Interview with Managers and Executives
Sampling and Data Collection
For phase two, the target population was integrated resort management professionals and
executives. Convenience sampling was also employed for this study. To obtain more in-depth
information, the participants were selected based on their positions in the organization. They
included supervisors, middle managers, and director-level executives in the selected integrated
resorts. The participants were directly contacted via their LinkedIn profiles and invited to the
study. A total of 20 participants were invited, and 10 accepted the invitation and gave consent to
participate. The demographic information is shown in Table 1 in Chapter Four.
Interview Procedure
Due to Covid19, conducting face-to-face interviews was not an option. The ongoing
turmoil due to the pandemic also made it impossible to determine a time suitable for all
participating managers/executives to attend an online focus group session. Hence, a decision was
made to conduct online interviews. The online interview technique enabled the collection of
multiple data in one setting (Hanley, 2011).
Phase two of the study aimed to investigate the perceptions of hospitality managers and
executives about the use of the mystery shopping program as a service consistency tool and as
part of the performance appraisal process. The participants were asked to review a total of 15
open-ended questions and provide feedback via email. The findings of the two phases were then
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compared to identify any potential overlap or gaps between the perceptions of the two groups
(non-managerial employees and management team).
The questionnaire instrument consisted of four sections. The first section was designed to
obtain the facts about mystery shopping. This was intended to identify the current role of
mystery shopping practices undertaken in the integrated resorts. Questions asked in this section
were: (1) What is the purpose of the mystery shopping program in your integrated resort? (2) Do
you feel that there is a value in implementing mystery shopping at your respective/former
property?
The second section measured the perceptions of managers about operational efficiency
through the use of the program. The participants were asked to indicate the level of efficiency in
the resort’s operations. Questions asked in this section were: (1) Do you feel that it is ethical to
use mystery shopping as part of performance appraisals? (2) Do you feel that the practice of
mystery shopping helps maintain consistency with service standards at your respective/former
property? (3) What do you feel about frequent use of mystery shopping at hotel properties?
The third section measured the perceived workplace psychological impacts on employees
from the usage of the program. This helps to identify how managers perceive the program and its
usage in regard to their employees. Questions asked in this section were: (1) Do you feel the
knowledge of mystery shoppers’ presence makes employees anxious at the workplace? (2) Do
you feel the mystery shopping practice stresses your employees? (3) Do you feel the mystery
shopping practices impact on relationships between you and your employees? (4) Do you feel the
mystery shopping program infringes upon employees’ privacy rights at the workplace?
The fourth section asked the participants about their personal opinions of mystery
shopping. Questions asked in this section were: (1) Did the perceived value of the mystery
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shopping program change? (2) How often would you prefer to have the mystery shopper visit the
property? (3) Is there a question that I should have asked you about this topic but did not?
The total duration of the online platform–supported interviews was approximately 30
minutes for each respondent. The responses were then transcribed, and a thematic analysis was
applied to identify patterns.
Data Analysis
Demographic data collected were compiled and responses from the interviewees were
grouped based on the position they held in their respective properties: either line-level employees
or management professionals and executives. The responses provided were analyzed for thematic
patterns. The anticipated a priori pattern categories were based the review of related literature
and the operational experience of the research team. The findings were then reviewed by the
researchers for accuracy.
Source of Errors
Although a deliberate interview was performed to analyze the qualitative data, it was
possible for errors to emerge in the process. In qualitative research, the researcher’s subjectivity
brings a common bias to the results. In particular, researchers’ previous experience with mystery
shopping could affect their own opinions. To minimize subjectivity and bias, a research
consultant was involved during the review of the responses.
Studies of individual behaviors have typically involved upper leadership and those
leaders’ perspectives of organizational changes (Judge et al., 1999). The perspectives of
individuals could fluctuate with their surroundings, leadership, and environment. This could
potentially lead to inaccurate information on impacts of mystery shopping. Also, potential
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concerns about confidentiality could provoke falsification and provide misleading results. To
assure their privacy and anonymity, informed consent was provided to the participants.
Limitations
Given the resources available to the researchers and ease of access, only three integrated
resorts from the southwestern United States were included in the study. The generalizability of
the results is limited due to the geographic representation.
Additionally, the effects of the Covid-19 pandemic have adversely impacted the
possibility of holding a phase one focus group in person due to social distancing and other
mandates. Hence, data collection was conducted via recorded Zoom (audio only).
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CHAPTER FOUR
RESULTS
This chapter contains the results of the exploratory qualitative research study conducted
to answer the following primary research questions:
1. How do employees in integrated resorts feel about the use of mystery shopping on a
regular basis?
2. How do managers in integrated resorts feel about the use of mystery shopping on a
regular basis?
3. How is the use of the mystery shopping program as a service consistency tool and as part
of the performance appraisal process perceived by managers and employees?
The process used to analyze the transcripts from nine focus group participants and 10
email interview responses is presented in this chapter, which included two levels of analysis.
First, a thematic analysis method was applied by the research team to the focus group
participants (non-managerial employees). Second, a thematic analysis was applied to the email
response participants (hospitality managers and executives). The findings of the two phases were
then compared to identify any potential overlap or gaps between the perceptions of the two
groups (non-managerial employees and management team).
Study Subjects
A total of nine participants joined the focus group study in phase one, and 10 participants
were interviewed in phase two (email-based interview) for this study. In phase one of the study,
nine of the 11 participants agreed to join the online focus group session, making an 82%
response rate. Twenty executives were invited for an email-based interview and 10 responded.
The response rate for phase two of the study was 50%. Appendix A indicates the focus group
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phase one (non-managerial employees) participant demographics that met the minimum
requirements as described in Chapter Three. Appendix B indicates the email interview, phase
two (hospitality managers and executives) participant demographics that also met the minimum
requirements as described in Chapter Three. A summary of demographic characteristics of
participants is shown in Table 1.
Profile of Line-level Employees
For phase one of the study, 45% of participants were between 25 and 34 years old, 44%
were between 18 and 24, and 11% were between 35 and 44. The majority of participants were
millennials and Generation Z. Fifty-six percent of participants were females, and the remaining
44% were males. The ethnic group with the most representation was Asian or Pacific Islander.
The total participants’ education level was some college and higher, up to a master’s degree.
Forty-five percent of participants made an annual income of $25,000 to $50,000. Last, 89% of
participants were single when they participated in the study.
All participants had experience with mystery shopping during their time at the integrated
resorts. Collectively, the work experience of the nine non-managerial employees was 40 years.
The participants had worked an average of four years during their careers at the integrated
resorts. The majority of participants worked at their respective resorts between one year and
three years, and 67% of them held a full-time position.
Profile of Managers and Executives
For phase two of the study, 80% of participants were between 25 and 34 years of age and
belong to the millennials group. Seventy percent of participants were males, and the remaining
30% were females. The ethnic group with the most representation was Asian or Pacific Islander.
The education level varied among participants, as described in Table 1. The annual income was
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evenly divided between $50,000 to $100,000 and $100,000 to $200,000. Fifty percent of
participants were married.
All of the participants currently worked at the integrated resorts, and 60% of participants
held mid-level management positions. The total years of management experience among the
participants was 63. The participants had worked an average of six years at the integrated resorts.
Their years of management experience varied as described in Table 1.
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Table 1.
Demographic Characteristics of Total Participants
Baseline
Characteristics

Employees
N

Age
18-24
25-34
35-44
Gender
Female
Male
Ethnic Group
White or
Caucasian
Asian or
Pacific Islander
Hispanic or
Latino
African
American
Education
High School
Some College
Bachelor’s
Degree
Master’s
Degree
Annual Income
Less than
$25K
$25K- $50K
$50K- $1000K
$100K- $200K
Marital Status
Single
Married
Domestic
Partnership
Divorced

Managers

%

N

Full Sample
%

N

%

4
4
1

44%
45%
11%

8
2

80%
20%

4
12
3

21%
63%
16%

5
4

56%
44%

3
7

30%
70%

8
11

42%
58%

3

33%

3

30%

6

32%

5

56%

4

40%

9

47%

1

11%

1

10%

2

11%

2

20%

2

11%

2
5

22%
56%

1
3
4

10%
30%
40%

1
5
9

5%
27%
47%

2

22%

2

20%

4

21%

1

11%

1

5%

4
3
1

45%
33%
11%

8
1

89%
11%

5
5

50%
50%

4
8
6

21%
42%
32%

3
5
1

30%
50%
10%

11
6
1

58%
32%
5%

1

10%

1

5%
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Overview of Focus Group Analysis and Responses
The questions formulated for use in the focus group session were based on the review of
relevant literature. Thematic categories on the subject of mystery shopping were identified based
on the review of the same literature. The recordings were transcribed by the student investigator.
The transcribed data were then analyzed for thematic patterns by the research team. Thematic
analysis is a method that examines the perspectives of participants in a qualitative study. It
highlights similarities and differences (Nowell et al., 2017). For this study, the units derived from
the transcripts were sorted into many codes (sub-categories of themes), which were further
classified into themes. Each theme was then compared to previously identified thematic
categories derived from the relevant literature review. For example, the theme “consistency” was
derived from the findings of Chen and Barrows (2015). They suggested that the mystery
shopping program is used to maintain a consistent level of service.
The first section of the questionnaire instrument aimed to explore the current role of the
mystery shopping program at the integrated resorts. To identify the perceived purpose and value
of the program, Table 2a and Table 2b show the identified thematic patterns based on the focus
group data analysis.
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Table 2a.
Thematic Analysis- Perceived Purpose of MS by Employees
Perceived Purpose of MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Consistency

•
•
•

Employee Observation

•

•

•

Service quality

•
•
•

Consistent
service
Consistent
performance
Consistent
amenities
Employee
performance
evaluation
Manager’s
provision of
proper training
Company’s rule
and standards

Maintain Five
stars Forbes
standard
Ensuring the
quality of the
service
Measurement of
the service
standards

-MS is to maintain consistency
throughout all the shops as well as
the service of personal.
-MS is to make sure employees are
performing consistently to meet the
standards of service.
-MS make sures that it is consistent
across all property.
-MS evaluates the performance of the
employees, how they provide their
quality of the service.
-MS is to see how well the agents
performs during a check in or check
out.
-MS makes sure that the management
is providing the proper training for
the staff to maintain five starsForbes standards.
-MS makes sure that everyone is
meeting the standards that the
company has put in place.
-MS makes sure the employees are
following the rules made by the
company.
-MS is to maintain five- star Forbes
standards.
-MS is to ensure the quality of the
service.
-MS shows the worthy of holding that
Forbes title with the number of stars
that they have.
-MS is used as a measurement of a

Supporting
Source
Literature
-Chen &
Barrows, 2015
-Beck & Miao,
2003

-Atef, 2002
-Beck & Miao,
2003
-Porter, 2018
-Blessing,
2019
-Hesslink,
2003

-Wiele et al.,
2005
-Beck & Miao,
2003
- Atef, 2002

property’s overall service standards.

For the purposes of the mystery shopping program, three themes were identified from the
analysis: Consistency, Employee Observation, and Service Quality. The consistency theme
described the program as a tool to maintain a consistent level of service, performance, and
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amenities at the resorts. The employee observation theme described the program as a tool to
evaluate the real-time performance of employees and develop proper training for following the
company rules and standards. Last, the service quality theme described the program as a tool to
ensure the overall quality of service.

Table 2b.
Thematic Analysis- Perceived Value of MS by Employees
Perceived Value of MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Consistency

•
•

Employee Observation

Accountability

No value

Consistent
service
Expected service
by the guests

•

Employee
evaluation

•

Company’s rules
and standards

•
•

•
•

Accountability
Alerted service

No value was
found in MS
Inconsistent
service

-MS is absolutely a key to make
sure that you consistently hit those
Forbes 5-star marks.
-MS makes sure that we are
providing the service that the
expectation is being met.
-MS makes sure that you are
staying consistent with your service
between all guests.
-MS gives the more objective
outcome when to evaluate the
employees.
-MS can evaluate with certain
standards.
-MS gives an exact standards to
meet the quality of the service.
-MS is what upholds our service
standards.
-MS keeps the employees
accountable.
-MS keeps people aligned and
keeps people from drifting from that
higher standards of speech and
verbiage and communication.
-MS make sure it doesn’t’ get slip
and become too casual.
-MS has no value because once the
employees somehow know the MS
exists, their service consistency will
not be the same.
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Supporting
Source
Literature
- Chen &
Barrows, 2015
-Beck & Miao,
2003

-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

- Dutt et al., 2019
-Son & Kim,
2016

For the value of the mystery shopping program, four themes were identified from the
analysis: Consistency, Employee Observation, Accountability, and No Value. The participants
expressed that the mystery shopping program is a tool to maintain consistency and to evaluate
employees objectively. These two themes were held in common in Table 2a and Table 2b. Also,
the value of the program included accountability. Participants described the program as a
strategy that allows employees to be accountable for their performance. However, some
participants also shared that the program is not valuable to the resorts. Participants stated that the
program creates inconsistency and subjective judgments about employees.
The perceived purpose and value of mystery shopping was then compared and contrasted
in a Venn diagram. The purpose of the Venn diagram was to identify themes that commonly
overlap and to differentiate between the two concepts. This Venn diagram helps in understanding
the true perceptions of the role of the program in the resorts (Fig.1)
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Figure 1.
Venn Diagram- Purpose and Value of MS- Employees’ Perceptions
Purpose

Service
Quality

Value

Consistency

Accountability

Employee Observation

No Value

The second section of the questionnaire instrument was used to explore the operational
efficiency of the mystery shopping program at the integrated resorts. The question set was
formulated to identify the perceived usefulness of the program as part of a performance
appraisals and consistency tool.
Participants were first asked to express whether it was ethical to use the mystery
shopping program in employee performance appraisals. The result is shown in Table 2c. Four
themes were identified from the analysis: Consistency, Employee Observation, Credibility, and
Unethical. The participants expressed both positive and negative perceptions about the program
as used for performance appraisals.
The positive perceptions about the program include: Consistency, Employee Observation,
and Credibility. Once again, participants described the program as a tool to maintain consistency
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and to evaluate employees. The two themes were repeatedly expressed by the participants.
Additionally, the mystery shopping feedback was considered a credible source in the industry.
One participant enthusiastically shared about the credibility of the program.
I think definitely it is ethical to use it as part of the performance appraisals because the
whole point of the Forbes travel guide is to show guests where the best hotels are. You
can have a beautiful building, you can have a beautiful restaurants, beautiful amenities,
but it’s the employees that really offer that luxurious feeling in a way that they speak to
the guest, how they treat the guest, and how to go above that human element where they
can go above and beyond and truly really give that the luxurious experience that they are
paying for. And there’s you can put it on paper and you can you know offer Forbes what,
you are expecting your employee to do but the mystery shopper has to truly experience
what it is like to stay in that integrated resort to judge fairly to give them an accurate
review to you, so that the integrated resort has a true rating of what they are worthy of.
Not every interaction is a perfect one. There are a lot of factors that are beyond the
control of the employees, but how they respond to that, all is taken account for Mystery
Shopping. So, if something wrong happens and the employees are able to seamlessly
rectify that situation without that luxury being compromised, it has to be a real world life
experience for it to be a fair judgement of the quality of the hotel that is worthy of the
stars that they have. (Anonymous 5)

In contrast, the participants also expressed a negative perception of the program. Two
participants shared that it is unethical to use the program as part of performance appraisals. One
shared that the program is unfairly judged, and the outcome is too harsh for a single action.
Because mistakes could happen when you are front of the line, it is case by case scenario,
so it should not be judged from one’s action. (Anonymous 1)
In addition to Anonymous 1, another participant shared that mystery shopping feedback
can lead to decreasing the confidence of employees.
I think that the punishment that is related to the MS is definitely what determines if is
ethical or not, because it is ethical to hold someone accountable for their action when
there is a possible of getting shop; however, I think that the discipline can be kind of I
guess dramatic if you are kind of judging and analyzing someone’s talent or skills based
on one interaction. So, it has to be a happy medium. I think that you have to find the
balance between keeping someone accountable and making sure that they uphold that
standard without completely hurting their confidence because I think that is something
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that could definitely happen over one interaction, when there are hundreds a day. So I
think that it has to be definitely analyze in a way that’s fair or where the employee is still
feeling like they can have the confidence to have those interactions and have a perfect
MS, but also be aware that there are consequences, so I think there has to be a balance.
(Anonymous 6)
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Table 2c.
Thematic Analysis- Employees’ Perceived Usefulness of MS for Performance Appraisals
Perceived Usefulness of Mystery Shopping for Performance Appraisals
Themes Derived
Codes
Units Derived from the
Supporting
From Literature
Transcripts
Source
Review
Literature
Consistency

•
•

Credibility

Employee observation

•
•

•
•

Unethical

•
•
•

Consistent
service
Consistent
performance

Accuracy
Real-time
service
Tools to identify
potential service
errors.
Tools to
improve the
service

Subjectivity
Discipline
Unfairness

-MS feedback shows how employees
treat mystery guests is mostly how
they will treat the normal guests.
-MS should be a way to keep the
consistency of the employee
performance.
-MS allows employee to provide
same level of service to anyone at
any time.
-The MS rating shows where the
best hotels are.
-MS shows the real world life
experience.
-MS is a great way to review an
agent knowledge and skill during
the arrival and departure process.
MS is one of the ways to evaluate
employees.
-Employees are able to seamlessly
rectify the situation without that
luxury being compromised.
-Managers get to know exactly how
you are whenever he or she (MS) is
not around and that’s the way they
can access you as well.
-Forbes rated resort justify for the
management to use the MS as part
of the performance appraisals
because if they are not hitting the
mark again then you are putting the
property at risk of perhaps getting
lower on the rating which does not
look good.
-Mistakes could happen when you
are FOH. It should not be judged
from one’s action.
-Discipline can be kind of dramatic.

- Chen &
Barrows, 2015
-Beck & Miao,
2003

-Yaoyuneyong et
al., 2018
-Finn &
Kayande, 1999
-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

-Douglas, 2015
- Pashkina &
Plakhotnik, 2018
- Dutt et al., 2019
- Shing & Spence
et al., 2002
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Participants were then asked to express whether the mystery shopping program helps to
maintain consistency in service standards. The result is shown in Table 2d. Four themes were
identified from the analysis: Consistency, Employee Observation, Neutral, and Inconsistency.
Two themes were expressed recurrently by the participants: Consistency and Employee
Observation. The program was also described as an alert or reminder for the employees to
maintain a consistent level of service.
The neutral perception was expressed by two participants. They both shared that the
program’s effectiveness is dependent on the types of employees.
The MS maintain consistency in some way but not across the board. I think that there are
some agents are just genuinely wanting every interaction, they want to excel every
interaction to provide that service and it is in them. That is what they want to do, they
want to excel every time, but for the people that don’t, they have these windows where
they don’t want to do that, they feel they can slack off, that’s where it comes into a play,
because that’s where it balances out the playing field and keeps everyone kind of on the
same level and hold them accountable (Anonymous 6)
It does not overall blanket of if that’s how your property is run because you do have
those people that they don’t care, like anonymous 6 was saying, they like to slack off,
maybe they’ve been there for a while, maybe they taken their job seriously, but there’s
people do try hard, but people would know they are going to get MS, then they should try
their hardest. (Anonymous 7)
The program was also described as inconsistent by two participants. They disagreed with
the question and expressed that employees act differently around the mystery shoppers.
I would say no, since one employee’s action should not represent the whole brand image
of the resort. (Anonymous 1)
I think it don’t really have a strong effects on helping maintain the consistency with the
service standards based on my experience. Maybe because on performance experience I
have are short reactions to mystery shopping. Soon enough they were back to the normal
situations and they react based on their habits or their wellness to do on the service. So, I
think it do not really have strong effects on that. (Anonymous 3)
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Table 2d.
Thematic Analysis- Perceived Usefulness of MS for Consistency by Employees
Themes Derived
From Literature
Review
Consistency

Employee observation

Neutral

Perceived Usefulness of MS for Consistency
Codes
Units Derived from the
Transcripts
•
•

Consistent
service
Consistent
company
standards

•
•

Evaluation
Alerted reminder

•

Neither helpful
nor unhelpful

-The effective of MS is what helps
me to stay consistency with service
standards.
-It is helpful to make the service
standards consistent.
-MS helps maintain consistency.
-Since every person is different, it
gives a good overview.
-An employee should always
provide same level of service to
anyone at any time.
-MS makes sure you hit all the right
points.
-MS allows to keep all my service to
the high level.
-MS reminds you to consistently to
be on your toes to make sure that
you are providing the best level of
service.
-MS maintain consistency in some
way but not across the board. There
are some agents who just genuinely
wants to excel every interaction, but

Supporting
Source
Literature
- Chen &
Barrows, 2015
-Beck & Miao,
2003

-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesselink, 2003
- Dutt et al., 2019
- Son & Kim,
2016

for the people that don’t, they have
these windows where they don’t
want to do that. They feel they can
slack off.
-It does not overall blanket of if
that’s how your property is run
because you do have those people
that they don’t care. Maybe they’ve
been there for a while, maybe they
taken their job less seriously, but
there’s also a people do try hard.
Inconsistency

•
•

Subjectivity
Inconsistency

-MS don’t really have a strong
effect on helping maintain the
consistency.
-One employee’s action should not
represent the whole brand image of
the resort.
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- Dutt et al., 2019
- Shing & Spence
et al., 2002

The perceived usefulness of the program was then compared and contrasted in a Venn
diagram. This Venn diagram helps in understanding the true perceptions of the program and its
usage for performance appraisals and as a consistency tool in the resorts. The result is shown in
Figure 2.

Figure 2.
Venn Diagram- Performance Appraisals and Consistency of MS- Employees

Performance Appraisals

Credibility
Unethical

Consistency Tool

Consistency

Neutral

Employee
Observation

Inconsistency

o

The last part of the second section in the questionnaire instruments included the
perception about frequent use of mystery shopping at the resort. Three themes were identified in
the analysis: Consistency, Favorable, and Unfavorable. The results are shown in Table 2e.
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Table 2e.
Thematic Analysis- Feelings About Frequent Use of MS
Feelings About Frequent MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Consistency

Favorable

Unfavorable

•

Consistent

-Consistency

•
•
•

Accountable
Opportunity
Important

-Accountability
-Opportunity
-Important
-Useful

•
•
•

Unnecessary
Ineffective
Stress

-Not necessary
-Annoyed and stressed
-A bit nervous
-Ineffective if overdone
-Little anxious

Supporting
Source
Literature
- Chen &
Barrows, 2015
-Beck & Miao,
2003
-Chen &
Barrows, 2015
-Beck & Miao,
2003
-Douglas et al.,
2008
- Pashkina &
Plakhotnik, 2018
- Dutt et al., 2019
- Douglas, 2015

The next set of questions (9 to 12) was designed to explore the psychological impacts of
the mystery shopping program at the integrated resorts. The question set is shown in Appendix
C. The questions included a Likert scale to identify the level of psychological impacts.
Participants were first asked if they agreed with the statement provided. If they answered yes,
they were invited to provide ratings of between 1 and 7, with 1 representing least agreeable and 7
representing most agreeable, for the given psychological impact statement. When participants
disagree with the question set, they simply answered No. Figures 3a, 3b, 3c, and 3d show the
results. The anticipated a priori categories were also based on previous literature review. Such
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psychological impacts include: Anxiety, Stress, Relationship Impacts with Management, and
Privacy. This is the third section of the questionnaire instrument.

Figure 3a.
Psychological Impacts- The Anxiety Level from MS- Employees
Q 9. Do your fellow team members get anxious due to the possible presence of mystery shoppers
at the workplace? If so, how much? (1=Low, 7=High)

Anxiety Level
7
6

# of Response

6
5
4
3
2
1

1

6

7

1
0
5

Scale of Anxiety

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Question 9 was designed to identify whether the program creates a feeling of anxiety in
employees. The anxiety level was rated on a Likert scale as between 1 to 7. The majority of
participants—67%—selected 5 out of 7. The rest, 22%, gave ratings of 6 or 7. Last, 11% of
participants expressed that the employees did not exhibit anxiety due to mystery shopping.
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Figure 3b.
Psychological Impacts- The Stress Level from MS- Employees
Q 10. Does your fellow team members express getting stressed with the mystery shop programs?
If so, how much? (1=Low, 7=High)

Stress Level
7

# of Response

6
5
4
4
3
2

2

2
1
0
3

4

5

Scale of Stress

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Question 10 was designed to identify whether the program creates a feeling of stress in
employees. The stress level was given on a Likert scale between 1 and 7. The majority of
participants, or 45%, selected 5. Another 44% of the participants split evenly between 3 and 4.
Last, 11% of participants indicated that employees did not experience stress from mystery
shopping.
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Figure 3c.
Psychological Impacts- The Relationship Impacts Between Managers and Employees
Q11. Do you think mystery shopping program impacts on relationships between your fellow team
members and managers? If so, how much? (1=Low, 7=High)

Impact on Relationship with Management
6
5

# of Response

5
4
3
2
2
1

1

1

0
1

4

5

7

Scale of Relationship Impact

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Question 11 was designed to identify whether the program creates a relationship impact
between managers and employees. The relationship impact was given on a Likert scale of 1 to 7.
The majority, or 56%, of participants selected 5. Another 22% rated the question 7, followed by
11% who rated it 4. Last, 11% of participants disagreed with the question.
Question 12 was anticipated to identify whether the program infringed upon employee’s
privacy rights.
Q12. Does your fellow team members may feel their privacy rights were infringed upon due to
regular mystery shopping at your property? If so, how much? (1=Low, 7=High)
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All participants disagreed with the question and expressed that their privacy rights were
not infringed upon due to the regular mystery shopping.
Table 3 was created to show the average scale of questions 9 through 12. The average
was collected from a scale of 1 to 7.

Table 3.
Mean & SD of Psychological Impact Results- Employees
Mean

SD

N

Q.9 (Anxiety)

4.78

1.92 9

Q.10 (Stress)

3.78

1.64 9

Q.11 (Relationship)

4.89

1.76 9

Q.12 (Privacy)

*

*

9

Note. The level of scale was given on a Likert scale. 1= Low, 7= High. All 9 participants
disagree with the privacy statement.

Last, Table 4 was included to identify employees’ preferred frequency of mystery
shopper visits at the integrated resort. The result shows that participants are almost evenly
divided between “Every Quarter” and “Once per Month.” This is the last section of the given
questionnaire instrument.
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Table 4
Mystery Shopping Frequency Preference- Employees

Line-Entry Employee MS Frequency Preference
Once per Year
11%

Every Quarter
45%

Once per Month
44%

Overview of Email Interview Analysis and Responses
To explore the perception of management teams about the use of mystery shopping as a
service consistency tool and as part of the performance appraisal process, an in-depth interview
was conducted via email. An interview is an accepted method for an explorative qualitative study
(Qiu et al., 2019). In phase two, a total of 10 participants responded to the study. The question
set included 15 open-ended questions and asked for any additional feedback about the mystery
shopping program.
The responses were transcribed by the student investigator. Then, a thematic analysis was
conducted to explore the perception of the managers about the mystery shopping program as a
service consistency and performance appraisal process. The thematic analysis was conducted
from responses to questions 4 through 8 in the question set. The question set of the email
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interviews is shown in Appendix D. The process of thematic analysis was carried out in very
similar conditions as phase one of the study. The units derived from the transcript were sorted
into diverse codes (sub-categories of themes) which were later classified into the themes. Each
theme was then compared with the relevant literature review.
The first section of the questionnaire instrument, as mentioned in Chapter Three, was
designed to explore the current role of the mystery shopping program at the integrated resorts. To
identify the perceived purpose and value of the program, Table 5a and Table 5b show the
thematic patterns identified from the employees.
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Table 5a.
Thematic Analysis- Perceived Purpose of MS by Managers
Perceived Purpose of MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Consistency

•
•

Service Quality

•
•
•

Employee Observation

•
•

Consistent
service
Consistent
amenity
Ensure the
quality of the
service
Hotel
classification
Five- star
standards

Performance
appraisals
Employee
evaluation tool

-MS is to ensure the consistency of
service and standards.
-MS is to ensure the consistency of
service delivery, room product
quality and amenities
-MS is to ensure the level of service
promised to the guests.
-MS is to uphold property and
external grading standards in
regard to class and ratings.
-MS determines the level and class
of hotels and its brands.
-MS is to ensure that the property is
within the service level standards of
Forbes and AAA.
-MS is to ensure that our staff is
provided a clear representation of
their ability to execute our 5-Star
standards.
-MS is to ensure quality or product
and guest service standards.
-MS is to recognize and
congratulate those performing at an
outstanding level.
-MS gives employees a sense of
pride in their gradings which
allows them to go above and
beyond.

Supporting
Source
Literature
-Chen &
Barrows, 2015
-Beck & Miao,
2003
-Wiele et al.,
2005
-Beck & Miao,
2003
- Atef, 2002

Atef, 2002
-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

For the purpose of the program, three themes were identified from the analysis:
Consistency, Service Quality, and Employee Observation. The managers expressed that the
purpose of the mystery shopping program is to ensure consistency in service, performance, and
amenities. The program was also used as a classification of the resorts and ensured the quality of
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the service. Last, managers also described the program as a tool for employee evaluation and
performance appraisals.

Table 5b.
Thematic Analysis- Perceived Value of MS by Managers
Perceived Value of MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Consistency

•
•

Employee observation

•
•
•

Consistent
service
Consistent coach

Honesty
Real-time
feedback
Improvement

Finance

•

Financial
support

Service quality

•

Service
improvement
Service quality

•

-MS is to maintain their level of
service and have consistency.
-MS is able to consistently coach
and celebrate in our teams with
their execution of our standards
and allowing each team member to
provide the same experience to
each guests.
-MS provides employees with
detailed feedback on how to
succeed with implementing
exceptional service in a natural
manner.
-MS allows the property to receive
necessary feedback to improve and
honest feedback of their experience.
-MS provides better insight for the
property as well as understanding
which service aspects need
improvement.
-MS is a training tool to both the
inspector and employees.
-MS helps the hotel and its brand
financially, being able to charge at
a higher rate.
-It is valuable as long as MS is
focused on both product and the
service.
-MS can directly improve service.
-MS gages performance and creates
good habits

Supporting
Source
Literature
- Chen &
Barrows, 2015
-Beck & Miao,
2003

-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

-Wiele et al.,
2005
-Beck & Miao,
2003
- Atef, 2002
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For the value of the program, four themes were identified from the analysis: Consistency,
Employee Observation, Finance, and Service Quality. Three themes (Consistency, Employee
Observation, and Service Quality) overlap with the purpose of the program. However, a new
theme was expressed by the participants. One participant enthusiastically shared that the program
has value since it increases the overall profits of the resort.
Mystery shopping is very necessary as it will help the hotel and its brand financially,
being able to charge at a higher rate. In addition, it will help the hotel to maintain their
level of service and have consistency. (Anonymous 5)
The managers’ perceived purpose and value of the mystery shopping were then compared
and contrasted in a Venn diagram. The purpose of the Venn diagram was to identify themes that
commonly overlap and also differentiate between the two concepts. This Venn diagram helps to
explain the true perception of the role of the program in the resorts. The result is shown in Figure
4.
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Figure 4.
Venn Diagram- Purpose and Value of MS by Managers
Purpose

Value

Consistency

Finance

Employee Observation
Service Quality

The second section of the questionnaire instrument also aimed to explore the perceived
usefulness of the mystery shopping program as part of performance appraisals and as a
consistency tool.
The first question set asked the participants whether it is ethical to use the mystery
shopping program for employee performance appraisals. Three themes were identified:
Consistency, Employee Observation, and Service Quality. These three themes emerged
repeatedly in the thematic analysis by the participants. The result is shown in Table 5c.
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Table 5c.
Thematic Analysis- Perceived Usefulness of MS for Performance Appraisals by Managers
Perceived Usefulness of MS for Performance Appraisals
Themes Derived
Codes
Units Derived from the
From Literature
Transcripts
Review
Consistency

Employee observation

•

•
•
•
•

Service quality

•
•

Consistent
Service

Performance
appraisals
Opportunity of
growth
Discipline
Real-time
feedback

Service
improvement
Employee
performance
improvement

-MS feedback allows employees to
strive for excellence consistently.
-MS encourages consistency
-MS can help management coach
the employees.
-MS is used to praise or reprimand
on a typical transaction that
normally would not be noticed.
-MS is to reward excellence.
-If the employee is fully aware of
the expectation, and does not live
up to the consented expectations,
they should be disciplined. If they
do well, they should be praised.
-MS allows to celebrate in
achievements.
-MS allows to have opportunities
for situational training and actively
work toward improvement,
coaching and engaging in positive
feedback practices to employees.
-MS provides real feedback on
employee performance.
-MS is able to provide non bias
feedback on service delivery and
behaviors of team members.
-MS feedback improves service
level as well as overall employee
performance on the individual
levels
-MS helps the property improve its
overall service.

Supporting
Source
Literature
- Chen &
Barrows, 2015
-Beck & Miao,
2003
-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

-Wiele et al.,
2005
-Beck & Miao,
2003
- Atef, 2002

The next set of questions asked about the perceived usefulness of the mystery shopping
program for maintaining consistency at the resort. Once again, three identical themes were
expressed by the participants: Consistency, Employee Observation, and Service Quality.
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However, a new theme was also identified by the analysis: Expectation. Two participants shared
that the program creates an expectation that employees need to follow. The result is shown in
Table 5d.
It reinforces business idea of “every guest should be treated the same” (Anonymous 9)
It provides a unified expectation for all departments. (Anonymous 10)
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Table 5d.
Thematic Analysis- Perceived Usefulness of MS for Consistency by Managers
Themes Derived
From Literature
Review
Consistency

Employee Observation

Perceived Usefulness of MS for Consistency
Codes
Units Derived from the
Transcripts
•

•
•

Service Quality

•
•

Consistent
service

Employee
evaluation
Real-time
feedback

Service
excellence
Service
improvement

-MS is consistent in gaging
performance.
-MS is helpful as long as the MS is
done on a consistent basis.
-MS shop will show any
inconsistent behavior of employees
and how this impacts the service
level.
-MS program can do a full
evaluation of the guest experience
on the property and from there, the
property can decide which part of
the process needs improvement.
-MS allows to identify and correct
any concerns immediately.
-MS allows us as leaders to have
detailed feedback based on a direct
guest experience from a credible
source within the industry.
-The more shops, the more the team
strives for excellence.
-MS helps the hotel to understand
what they are best at and what they
can work on.

Supporting
Source
Literature
-Chen &
Barrows, 2015
-Beck & Miao,
2003
-Atef, 2002
-Beck & Miao,
2003
-Porter, 2018
-Blessing, 2019
-Hesslink, 2003

-Wiele et al.,
2005
-Beck & Miao,
2003
- Atef, 2002

Expectations

•
•

Unity
Accountability

-MS reinforces the business idea of

“every guest should be treated the
same”.
-MS provides a unified expectation
for all departments.
-MS allows the property to
maintain accountability for that
which they promised to their guests
as a product.

The perceived usefulness of the program was then compared and contrasted in a Venn
diagram for the managers as well. The purpose was to identify themes that commonly overlap
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and differ between the two concepts. This Venn diagram displays managers’ perceptions about
the program as part of performance appraisals and as a consistency tool. The result is shown in
Figure 5.

Figure 5.
Venn Diagram- Performance Appraisals and Consistency of MS by Managers
Performance Appraisals

Consistency Tool

Consistency
Expectations

Employee
Observation
Service
Quality

The last question was to explore the participants’ feelings about the frequency of use of
the mystery shopping program. Three themes were identified: Necessary, Favorable, and
Unfavorable. The result is shown in Table 5e.

56

Table 5e.
Thematic Analysis- Feelings About Frequent Use of MS by Managers
Feelings of Frequent MS
Codes
Units Derived from the
Transcripts

Themes Derived
From Literature
Review
Necessary

•
•

Favorable

•
•

Unfavorable

•

Necessary aspect
of business
Consistency

Service
improvement
Feedback
accuracy
Negative
psychological
impacts

-If it’s necessary
-Vital to success
-Necessary
-Vital realistic assessment
-Consistency is key
-Productive
-Service improvement
-Impactful
-Luxury
-Insightful
-Accountability
-Impatient
-Anxious
-Challenging
-Bittersweet

Supporting
Source
Literature

-Chen &
Barrows, 2015
-Beck & Miao,
2003
-Douglas et al.,
2008
- Pashkina &
Plakhotnik, 2018
- Dutt et al., 2019
- Douglas, 2015

As shown in the abovementioned tables, three themes were mentioned repeatedly by the
participants. The repeated themes are: Consistency, Employee Observation, and Service Quality.
As the question set aimed to look at the mystery shopping program’s efficiency in operations, the
management team referred to the program with common terms including: Consistent, Employee
Observation, and Service Quality. From the thematic analysis, the research team was able to
identify that participants expressed both positive and negative emotions about the program. The
emotions commonly expressed by the participants include: Necessary, Accountable, Productive,
Impactful, Anxious, and Challenging.
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Questions 9 to 12 were intended to identify potential psychological impacts the
management team foresees for employees. The question set is shown in Appendix D. The
participants were given questions on a Likert scale to rate the level of emotions their employees
encounter by doing the mystery shop program. The psychological impacts included: Anxiety,
Stress, Relationship Impacts with Employees, and Privacy. Also, question 13 was posed to
identify whether the perceived value of mystery shopping changed after the interview. The
results are shown in the below figures.
Participants were asked to rate the questions from 1 to 7, with 1 representing least
agreeable and 7 representing most agreeable for the given psychological impacts. When
participants disagree with the question, they simply answered No. Figures 6a, 6b, 6c, and 6d
show the results.

Figure 6a.
Psychological Impacts- The Level of Anxiety from MS- Managers
Q9. Do you feel the knowledge of mystery shoppers’ presence makes employees anxious at the
workplace?

# of Response

Anxiety Level
7
6
5
4
3
2
1
0

5

2
1

1

2

3

1

4

5

6

Scale of Anxiety

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.
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Question 9 was designed to identify whether managers are aware that the program creates
feelings of anxiety in employees. The perceived anxiety level was ranked on a Likert scale from
1 to 7. The majority of participants, or 50%, selected 5. The other 50% varied, giving rankings of
6, 4, 3, and 2.

Figure 6b.
Psychological Impacts- The Level of Stress from MS-Managers
Q10. Do you feel the mystery shopping practice stresses your employees?

Stress Level
7

# of Response

6
5

4

3

3
2

2
1

1

1

5

6

1
0
2

3

4

Scale of Stress

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Question 10 was designed to identify whether managers are aware that the program
creates feelings of stress in employees. The stress level was given on a Likert scale of 1 to 7.
Seventy percent of participants agreed that the mystery shopping program creates stress for
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employees. The percentages vary, but most participants selected 3 and above out of 7. Only 10%
of participants selected 2 out of 7, and 20% of participants disagreed with the question, feeling
that employees did not experience stress due to mystery shopping.
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Figure 6c.
Psychological Impacts- The Relationship Impacts Between Managers and Employees
Q11. Do you feel the mystery shopping practices impact on relationships between you and your
employees?

Impacts on Relationship
7

# of Response

6
5
4
3
2
2
1
1
0
4

6

Scale of Relationship Impacts

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Question 11 was designed to identify whether the program creates relationship impact
between managers and employees. The relationship impact was given on a Likert scale between
1 to 7. The majority of participants, 70%, selected “No.” They expressed that the mystery
shopping program does not impact the relationship between managers and employees. However,
the remaining 30% of participants agreed with the question and rated it 4 out of 7 or 6 out of 7.
Question 12 was designed to identify whether the program infringed upon employees’
privacy rights at the integrated resorts. All participants disagreed with the question and indicated
that the mystery shopping program does not infringe upon employee privacy rights at the
integrated resorts.
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Figure 6d.
Psychological Impacts- The Change in Value of MS After Interview
Q12. Based on the questions 9-12, did the value of implementing mystery shopping practice at
your property changed?

Perception Changes After the Interview
Yes
20%

No
80%
No

Yes

Note. The level of scale was given on a Likert scale. 1= Low, 7= High.

Eighty percent of participants disagreed with the question and indicated that their
perceived value of implementing the mystery shopping program did not change after the
interview.
Table 6 shows the average of scale of responses to questions 9 through 12 by the
participants. The average was collected from a scale of 1 to 7.
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Table 6.
Mean & Standard Deviation of Psychological Impact Results- Managers
Mean
SD
N
Q.9 (Anxiety)
4.4
1.17 10
Q.10 (Stress)
3
1.94 10
Q.11 (Relationship)
1.4
2.32 10
Q.12 (Privacy)
*
*
10
Note. The level of scale was given on a Likert scale. 1= Low, 7= High. All 9 participants
disagree with the privacy question and selected No.

Last, Figure 7 was included to identify employees’ preferred frequency of mystery
shopper visits at the integrated resorts. Ninety percent of participants selected “Once per Month”
and the other 10% selected “Every Quarter” visits. This is the last section of the given
questionnaire instrument.
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Figure 7.
Mystery Shopping Frequency Preference- Managers

Management MS Frequency Preference
Every Quarter
10%

Once per Month
90%
Once per Month

Every Quarter

Data Comparison
The perceptions of two groups (non-managerial employees and management teams) were
then compared to analyze the thematic patterns.
Thematic Analysis
To identify the common terminology used by the two groups, the research team generated
a word cloud. The word cloud is able to select frequently used terms from the set of responses.
Terminology was generated in five categories: Purpose, Value, Performance Appraisals,
Consistency Tool, and Feelings of Frequent Visit. The results are shown in Table 7.
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Table 7.
Overlap Themes Between Managers and Employees

Purpose

Value

Performance
Appraisals

Consistency Tool

Feelings of
Frequent Visit
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Between the two groups, the identical terms used to describe the mystery shopping
program include Consistency and Employee Observation. This can be considered to indicate that
both groups agree that the mystery shopping program is a tool to maintain consistency and to
evaluate employees’ performance at the resort.
After a careful examination, a Venn diagram per the abovementioned five categories was
created to identify the gaps between the two groups. The two groups have identical perceptions
of the program’s purpose. They both agree that mystery shopping’s purpose is to maintain
consistency in service, to evaluate employees’ performance, and to ensure the service quality at
the resorts.
The perception of the program’s value has similarities and differences. Both groups feel
that it is valuable to the resort since it helps to maintain consistency and to evaluate employees.
Employees added to the value of the program and shared that the program gives accountability to
the employees. However, other employees also argue that it is not valuable to the resort since the
feedback is subjective. In the manager group, one participant added an item to the value of the
program, stating that the program is valuable since it helps the resort financially.
The perceived usefulness of the program as part of performance appraisals has
similarities and differences. The similarities are consistency and employee observation, once
again. Additionally, managers agree that the program improves the level of service. However,
employees have two different opinions about the usage of the program. One side felt that
mystery shopping is a credible source in the industry, and the resorts should continue to
implement the program, whereas the other side argues that the program is ineffective and
unethical to use.
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The perceived usefulness of the program as part of the consistency tool has similarities
and differences. Once again, the similarities include consistency and employee observation.
Managers are more favorable about the idea of the program as a consistency tool. They express
that the program gives an expectation and standards that employees need to follow. However,
employees felt that the program itself is inconsistently evaluated or that sometimes its effect is
neutral.
Last, the preference on frequency of visits have similarities and differences too. They
were both favorable and unfavorable about the program. Employees argue that the program
should exist to keep employees on alert and on their toes all the time. However, managers
expressed that mystery shopping is a necessary tool for the resort. The results are in a Venn
diagram in Figure 8.
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Figure 8.
Overlaps and Gaps in Themes Between Managers and Employees
Purpose
Employees

Value
Managers

Employees

Consistency

Accountability

Consistency

Observation

No Value

Employee

Service Quality

Employees

Consistency

Unethical

Employee

Employees

Service Quality

Consistency

Service Quality

Inconsistency

Employee

Expectations

Observation

Feelings of Frequent Visit
Managers

Favorable

Managers

Neutral

Observation

Employees

Service Quality

Consistency Tool

Managers

Credibility

Finance

Observation

Performance Appraisals

Consistency

Managers

Necessary

Unfavorable
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Psychological Impacts
The comparison of psychological impacts between employees and managers are shown in
Table 8. The data in Table 8 shows the average of the abovementioned psychological impacts,
i.e., potential feelings of anxiety, stress induced by the presence of mystery shopper, possible
distrust toward the organization, and privacy infringement. The average scales of anxiety and
stress levels were very similar between the managers and the employees. Both groups agree that
the mystery shopping program causes both anxiety and stress to employees at the integrated
resorts. The two groups’ average scales of privacy level were equivalent. The groups agree that
the mystery shopping program does not infringe upon employees’ privacy rights at the
workplace. However, the average scale of relationship impacts between the managers and
employees differed. The employees felt the program could potentially impact the relationships
between managers and employees; however, managers felt that the program has little to no
impact on relationships with their employees.

Table 8.
Psychological Impacts Average Comparison- Employees & Managers
Psychological Impacts

Employee Average

Manager Average

Anxiety

4.78

4.4

Stress

3.78

3

Impacts on Relationship

4.89

1.4

Privacy

*

*

Note. * All respondents said no to the privacy infringement statement.
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Summary
This chapter contains the findings of the primary research questions. A total of 19
participants (nine in the focus group and 10 in the email-based interviews) were selected for this
qualitative research study. For phase one of the study, a focus group session was held to identify
the perceptions of non-managerial employees at the integrated resorts. For phase two of the
study, an in-depth interview via email was conducted to identify the perceptions of managers at
the integrated resorts.
For this qualitative research study, thematic patterns were analyzed between the
perceptions of non-managerial employees and the managers. The overlaps and gaps were
analyzed into a priori categories for the study. The analysis of thematic patterns reflected back to
the previous literature reviews. The discussion includes the summary for the thematic analysis
between the two groups and the comparison of psychological impacts that occurred by the
mystery shop program.
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CHAPTER FIVE
DISCUSSION
The purpose of this exploratory qualitative study was to explore the perceptions of
integrated resort managers and employees about the use of mystery shopping programs as a
service consistency tool and as part of the performance appraisal process. This chapter includes a
summary of major findings between the two groups as related to the literature review. Also, a
discussion of thematic analysis between the two groups was included in this chapter. The chapter
concludes with implications for the hospitality industry, limitations of the study, and areas for
future research.
Overview
Mystery shopping is a program used in the hospitality industry to secretly observe areas
of improvement and to provide a consistent level of service. Many studies have identified the
great value of the mystery shopping program for companies. Although the program earns a high
reputation at the organizational level, the question exists on how employees perceive the value of
the program in the workplace. According to Douglas (2015), employees often feel the program
creates psychological stress due to the secret nature of the evaluation. Therefore, the findings of
true perceptions of employees and managers in the industry are yet to be studied.
This exploratory quality research study was conducted to answer the primary research
questions:
1. How do employees in integrated resorts feel about the use of mystery shopping on a
regular basis?
2. How do managers in integrated resorts feel about the use of mystery shopping on a
regular basis?
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3. How is the use of the mystery shopping program as a service consistency tool and as part
of the performance appraisal process perceived by managers and employees?
To identify the potential answers to these questions, the research team decided to execute the
study in two phases. Phase one of the study was to identify perceptions of employees, whereas
phase two of the study was to identify the perception of managers about the mystery shopping
program. The major findings in the two groups were then compared to identify the perceptions of
the program and potential psychological impacts caused by the program. The overlaps and gaps
were analyzed into a priori categories based on previous literature review. Potential
psychological impacts caused by the mystery shopping program include: A potential feeling of
anxiety, stress induced by the presence of a mystery shopper, possible relationship impacts
between managers and employees, and privacy infringement.
Interpretation of the Findings
The major findings of the two groups include both overlaps and gaps in perceptions of
the mystery shopping program. Thematic patterns were identified by the research team to
compare the perceptions of the two groups.
Perceived Purpose and Value of Program by Employees and Managers
Based on the thematic patterns found in responses from employees and managers, the
emphasis on the purpose of the mystery shopping program is similar to what is in the literature
review. Beck & Miao (2003) referred to the importance of the mystery shopping program and its
main purpose as to monitor customer behaviors, to observe employees’ daily interactions with
customers, and to maintain a consistent level of service. Wiele, Hesselink & Iwaarden (2005)
suggested that the purpose of mystery shopping is to measure the quality of the service delivery.
In addition to the measurement of service quality, mystery shopping is used in developing
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training programs (Hesslink, 2003). The results of this study agree with the literature review
regarding the purpose of the mystery shopping program. The findings in Figure 7 establish that
both employees and managers agree that the purpose of the mystery shopping program in their
integrated resort is to maintain a consistent level of service, to observe employees, and to ensure
the quality of service. Three common themes were identified during the analysis: Consistency,
Employee Observation, and Service Quality.
One of the noticeable differences between the two groups in this study was the perceived
value of the mystery shopping program. The gap between the two groups is shown in Figure 7.
Generally, in this study, manager perceptions were more favorable regarding the value of the
program than were employee perceptions. This is consistent with the study of Su & Tsai (2014),
who indicated that managers are more likely to encourage the use of the program. Managers
agree that the program gauges overall employee performance. Also, based on the mystery
shopper feedback, managers conduct evaluations and performance appraisals of employees. This
is consistent with the emphasis of Hesslink (2003). Lastly, one of the participants expressed that
the program could support the company financially by upping its capability to raise rates. This
was a new finding for the research team. Overall, the perception of managers about the mystery
shopping program angled toward ways the program benefits the entire organization in aspects of
service, consistency, and employee evaluation.
In contrast, the employees’ perceptions of the program in terms of value differed from
those of managers. The literature review suggests that employees’ perception of feedback is
more of an individual concern, and this study finds two divided perceptions about the program.
The perceptions of the program broke down between valuable and unvaluable. Employees who
felt the program was valuable to the resort expressed that mystery shopping keeps employees
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accountable for their actions at work. They believed the program keeps people away from being
too casual. Conversely, employees who felt the program was not valuable to the resort shared
that the mystery shopper’s feedback was inconsistent and reflected only the single action of one
employee. This is consistent with the findings by Introna (2000), who indicated a rise in concern
by employees that a secret surveillance of employees reflected only on the interest of the
employer. This study concludes that the perceptions of employees about the mystery shopping
program were directed more toward ways the program personally affects individual employees.
Perceived Usefulness of Program by Employees and Managers
According to Finn & Kayande (1999), the mystery shopping program was recognized as
more reliable feedback than customer surveys. Blessings (2019) referenced the program as a
reliable tool to set up as a training program and to evaluate employees. Mystery shopping existed
to connect the hospitality industry and employees to appraise and recognize their behaviors
(Beck & Miao, 2003). The mystery shopper’s feedback was used as an ongoing process to
motivate and improve future performance (Steelman & Wolfeld, 2018). The literature
emphasizes the usefulness of the mystery shopping program in terms of employee performance
appraisals. The results of this study agree with the literature review. The thematic patterns imply
that both employees and managers agree the program is a tool to identify potential service
improvements and to evaluate employees’ real-time services to customers. The identified
patterns include: Service Quality and Employee Observation, shown in Figure 7.
Although the program includes recognition for workers, questions existed on whether it is
ethical to use mystery shopping feedback as part of employee performance appraisals. The nature
of secrecy in the mystery shopping program has often left employees feeling deceived (Wilson,
2001). Previous literature references an issue around the program evaluating employees but
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lacking information on how employees truly feel about shopper feedback as part of their
performance appraisal. This study was able to identify the differing perceptions of both
employees and managers.
Among the employee participants, the study found two divided perceptions of the
perceived usefulness of the program in performance appraisals. First, some employees feel it is
ethical to use the program in the resort as part of their performance evaluations because it helps
to identify potential service errors and areas of improvement. Also, the program enables
employees to provide consistent service and to maintain focus on company standards. This is
consistent with the findings by Beck & Miao (2003). However, some employees feel use of the
program is unethical. They expressed that the feedback is subjective and discipline that followed
the feedback was too harsh. This is consistent with the findings by Pashkina & Plakhotnik
(2018).
As in the reviewed literature, managers’ perceptions were more favorable than were
employees’ perceptions. This is consistent with the findings by Hesslink (2003). The perception
of managers about the program as part of performance appraisals include: a tool to maintain a
consistent level of service, an opportunity for growth, a potential guideline for discipline, and
service improvement. Again, the perceptions of the managers about the program were seen more
from the perspective of benefits to the organization.
The next set of thematic analyses identified the perceived usefulness of the program in
terms of maintaining consistency at the resorts. According to Chen & Barrows (2015), the
program allowed for addressing service consistency in the workplace. The perceived usefulness
of the program was contrasted between the two groups.
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Once again, employee perceptions fell into two divided sides. There were employees,
similar to what was stated in the review of literature, who expressed that the program alerts
employees to maintain consistency in their service. However, the findings of the other cohort of
employees refute those of the previous literature. Employees expressed that the program is less
effective or even not effective at all in terms of maintaining consistency at the resort. They
believe that consistency depends on the types of employees and their attitudes toward their work.
A previous study by Son and Kim (2016) suggests that the effect of feedback depends on
delivery and how employees accept it. The findings of the study are consistent with the study by
Son and Kim (2016).
The thematic patterns show that results from the manager participants agree more with
the findings in the literature and encourage the use of the program. This is consistent with the
findings of Auh, Menguc, Imer & Uslu (2014). Auh et al. referred to managers as highly
encouraging the use of mystery shopping since it helps to educate employees on the importance
of consistent service and positively affects front-line employees’ work performance.
Perceived Psychological Impacts by Employees and Managers
In the previous literature, a concern was raised that the mystery shopping program could
potentially create psychological impacts in the workplace. A priori categories of such impacts
included: potential feelings of anxiety, stress induced by the presence of a mystery shopper,
possible disconnection between managers and employees, and privacy infringement.
Workplace anxiety from mystery shopping was referenced by the previous literature.
Pashkina & Plakhonik (2018) pointed out that mystery shopping is a tool to spy, note poor
behavior, and catch dishonesty, which could lead to workplace anxiety for employees. Douglas
et al. (2008) referenced the program’s nature of anonymous activity and its potential to create
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workplace anxiety for employees. The results of this study agree with the literature review
regarding potential feelings of anxiety caused by the mystery shopping program. According to
Table 8, a total of both employees and managers rated feelings of anxiety an average of 4.59 out
of 7 (4.78 for employees and 4.4 for managers). Figure 3a shows 67% of employee participants
selected 5 and Figure 6a shows 50% of manager participants selected 5 on a 7-point Likert scale
in which 1 = least likely to agree to the impacts and 7 = most likely to agree to the impacts. This
implies that both employees and managers agree that there is a potential feeling of anxiety
caused by the mystery shopping program.
The presence of mystery shopping and its anonymous activities also induces stress in
employees. Employees’ main concern with the program is that it could potentially lead to
discipline as a result of the feedback (Dutt et al., 2019). The results of this study partially agree
with the literature review regarding the stress caused by the mystery shopping program. Table 8
shows a total of both employees and managers rate an average of 3.39 out of 7 (3.78 for
employees and 3 for managers) in feelings of stress. Employees rated higher in terms of stress
than did managers. This neutral ranking implies that mystery shopping has less impact on stress
level than anxiety level.
Previous literature also implied that a mystery shopping program can disrupt the trust
relationship between employees and employers (Mello, 2012). Shing & Spence (2002) referred
to the program as deceitful and causing misrepresentation in the workplace. This study shows
different perspectives between the two groups. Table 8 shows that employees rate impact on
employee-employer relationship an average of 4.89 out of 7, whereas managers give the question
an average rating of 1.4 out of 7. Employees are more likely to agree with the literature and feel
the disconnect between the employees and managers exists in the workplace due to the presence
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of mystery shoppers. However, managers are less likely to agree with the literature, sensing little
to no impact on disconnections with their employees. The study concludes that perceptions of a
mystery shopping program differ between the two groups in the aspect of relationship impacts.
The last psychological impact is the infringement on employees’ privacy rights from the
usage of the program. Pashkina & Plakhotnik (2018) implied that a mystery shopping program
could lead employees to feel their privacy rights were violated due to the secrecy and unpleasant
surprise of the process. The results of this study refute the previous literature. Table 8 shows both
employees and managers do not feel their privacy rights were impacted by the mystery shopping
program.
Theoretical Implications
This study offers a theoretical contribution to body of related research literature by
examining potentially opposing perceptions (employees versus managers) at a service
environment in the context of organizational behavior. Using the combination of focus group
study and email-based interview, these results provide qualitative insight into the unique
perspectives of employees and managers. As the study of Pashkina and Plakhotnik (2018)
suggested to further examine the connections between organizational justice and mystery
shopping, this study was able to identify that a mystery shopping program is a management tool
that could reinforce the culture of the organization. The perceptions of employees and managers
have proven a strong direct impact on their relationship engagement. Furthermore, the reveal of
potential psychological impacts led to further examinations on why the disconnections occurred
between this presence of the study and previous literature.
The results in this study reveal that the mystery shopping programs serve as a strategic
way to: provide a consistent level of service, observe employee interactions, and ensure the
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service quality at the resorts. The findings of this study enhance the knowledge established by
previous mystery shopping research literature via a thematic analysis that focuses on both the
employees and managers. Previous studies pointed out to the impact of the mystery shopping
programs on the organization (Atef, 2002; Beck & Miao, 2003; Hesslink, 2003; Wiele t al.,
2005; Herbst et al., 2007; Porter, 2018; Yaoyuneyong et al., 2018). Potential psychological
impact of the use of such programs on employees were also presented (Douglas et al., 2008;
Shing & Spence, 2002; Douglas, 2015; Pashkina & Plakhotnik, 2018; Dutt et al., 2019). This
study confirms the findings of the related research literature and offers further support that
mystery shopping could lead to a variety of potential psychological impacts on employees. The
findings demonstrate that feelings of anxiety, feelings of stress, and adverse impact on the
employee- manager relationships could be affiliated with the practice of mystery shopping
programs.
Past research literature suggested a potential for disconnect between employees and
managers due to mystery shopping programs (Shing et al., 2002, Mello, 2012). This study
confirms that there is a lack of awareness of such disconnections by the managers. Additionally,
a previous research study suggested that the mystery shopping program may make the employees
feel that their privacy rights were violated due to the secretive nature of monitoring (Pashkina &
Plakhotnik, 2018). However, the finding in this study contradict the conclusion of Pashkina et al
(2018) study. When asked about such privacy concerns in the context of mystery shopping, all
employees and managers who participated in this study disagreed with such concerns.
Practical Implications
This study focuses on upper-upscale integrated resorts since the level of service quality
and expectations from customers are higher at such resorts than at other traditional lodging
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establishments. The results of this study suggest that hotel senior managers in integrated resorts
should anticipate the potential psychological impacts their employees experience from the
existence of mystery shopping programs. While the literature references the potential
psychological issues (anxiety, stress, relationship impacts, and privacy), the findings of this study
show that the management has not fully mitigated such problems. First, the managerial
implication for this may be that the study creates awareness of the psychological impacts of the
mystery shopping program. Second, managers can establish proper communication protocols
with employees and take the initiative to follow up with them. Of utmost concern is the result
indicating that the management team has less awareness about the disconnection their employees
feel about the mystery shopping programs in place. Therefore, managers using mystery shopping
should take this potential consequence into account and find protocols to alleviate the abovementioned disconnections by providing proper training programs.
Limitation
There are limitations to this study that must be addressed. This study incorporated only
participants from upper-upscale integrated resorts in the southwestern United States. The
rationale for this is that integrated resorts tend to use mystery shopping programs more
frequently than do other traditional lodging properties. Integrated resorts tend to require a higher
level of service, so the organizations almost always subscribe to ratings services such as Forbes
and AAA to gain higher classifications in the industry. Hence, the generalizability of this study is
limited.
Furthermore, a current pandemic, Covid-19, affected phase 1 of the study, requiring the
researchers to perform in a virtual platform. Typically, focus group sessions are held in person,
but the current conditions have limited access. Although the virtual focus group has recently
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been promoted as a qualitative research tool, the group dynamics of the study and the number of
participants were limited.
Recommendations for Future Research
For future research on this topic, the research team suggests potential studies involving
perceptions of corporate office personnel to further explore the mystery shopping practice in
terms of asset control. Data collected about financial impacts before and after the implementation
of the mystery shopping program will support the topic of mystery shopping in quantitative
research.
Furthermore, future studies including the perceptions of employees from traditional
hotels will obtain greater insight into the mystery shopping program. Because traditional hotels
vary widely, the participants will have more dynamic perceptions in terms of experience,
attitude, and emotional impacts regarding the mystery shopping program.
Conclusion
The emphasis of importance in the use of mystery shopping at the resorts is similar to that
found in the previous literature review. However, the results of this study imply that the mystery
shopping program also causes the following psychological impacts to the integrated resort
employees: (a) feelings of anxiety, (b) feelings of stress, (c) disconnections between managers
and employees. It is the hope of this researcher that the industry benefits from the insights of the
study. By recognizing these psychological impacts on employees, the industry managers can
form stronger bonds with workers and create a less pressured work environment.
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APPENDIX A
Demographic Information of Employees
Years of Work Experience

Years of Work Experience
10 Years and Above
11%

Less than 1
11%

7 Year- 9 Years
11%

4 Year- 6 Years
22%

Less than 1

1 Year-3 Year

1 Year-3 Year
45%

4 Year- 6 Years

7 Year- 9 Years

Age

Age
35-44
11%

18-24
45%

25-34
44%

18-24

25-34

35-44
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10 Years and Above

Gender

Gender

Male
44%
Female
56%

Male

Female

Ethnicity

Ethnicity
White or
Caucasian
33%

Asian or Pacific
Islander
56%

Hispanic or Latino
11%
White or Caucasian

Hispanic or Latino

Asian or Pacific Islander
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Education

Education
Master's Degree
22%

Some College
22%

Bachelor's Degree
56%
Some College

Bachelor's Degree

Master's Degree

Annual Income

Annual Income
$100K - $200K
11%

Less than $25K
11%

$50K - $100 K
33%
$25k- $50K
45%

Less than $25K

$25k- $50K

$50K - $100 K
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$100K - $200K

Marital Status

Marital Status
Married
11%

Single

Single
89%
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APPENDIX B
Demographic Information of Managers
Current Position at Integrated Resort

Current Position
Supervisor
10%

Director Level
30%

Middle Manager
60%
Supervisor

Middle Manager

Director Level

Years of Management Experience

Years of Management
10 Years and
Above
30%

1 Year-3 Year
30%

7 Year- 9 Years
20%
Less than 1

1 Year-3 Year

4 Year- 6 Years
20%
4 Year- 6 Years

7 Year- 9 Years
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10 Years and Above

Age

Age
35-44, 20%

25-34, 80%

25-34

35-44

Gender

Gender
Female
30%

Male
70%

Male

Female
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Ethnicity

Ethnicity
White or
Caucasian
30%

Asian or Pacific
Islander
40%

Hispanic or Latino
10%
African American
20%
White or Caucasian

Hispanic or Latino

African American

Asian or Pacific Islander

Education

Education
Master's Degree
20%

High School
Degree
10%

Some College
30%
Bachelor's Degree
40%

High School Degree

Some College

Bachelor's Degree
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Master's Degree

Annual Income

Annual Income

$100K - $200K
50%

$50K - $100 K
50%

$50K - $100 K

$100K - $200K

Marital Status

Marital Status
Divorced
10%
Single
30%

Domestic
Partnership
10%

Married
50%

Single

Married

Domestic Partnership
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Divorced

APPENDIX C
INFORMED CONSENT
Harrah College of Hospitality

TITLE OF STUDY: Exploring Mystery Shopping’s Perceived Impacts on Integrated
Resort Employees and Managers

INVESTIGATOR(S): Mehmet Erdem, Ph.D; Yoonju Chung, Graduate Student
For questions or concerns about the study, you may contact Mehmet Erdem, Ph.D. at 702-8955811 or Yoonju Chung at 404-944-0602.
For questions regarding the rights of research subjects, any complaints or comments regarding
the manner in which the study is being conducted, contact the UNLV Office of Research
Integrity – Human Subjects at 702-895-2794, toll free at 888-581-2794 or via email at
IRB@unlv.edu.
You are invited to participate in a research study. The purpose of this study is to explore the
perceptions of integrated resort managers and employees about the use of mystery shopping
programs.
Participation in this study is voluntary and should take approximately 90 minutes. You are being
invited to participate in focus group study (via Zoom audio only). Participants will be instructed
to use audio only and sign into the Zoom call as 'anonymous' and hide their regular ID in order to
join the session. In addition, the setting of the Zoom conference call will place each caller into a
‘meeting room’ before being admitted. The moderator (Student Investigator) will not admit
anyone not adhering to the request. Participants will be reminded not to disclose personal
information (such as place of employment) or ask questions about others’ potentially identifiable
information during the session. If you choose not to participate or finish the focus group there
will be no penalty. There will be approximately 10 participants in focus group session.
You are being asked to participate in the study because you fit the following criteria: You are a
minimum of 18 years of age and are a non-managerial employees in the hospitality and gaming
industry.
There might be direct benefits to you as a participant in this study. This study hopes to increase
awareness about the subject of mystery shopping. There will be no financial cost to you to
participate in this study. You will not be compensated for your time.
All information gathered in this study will be kept as confidential as possible. No reference will
be made in written or oral materials that could link you to this study. The focus group transcript
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data will be de-identified of all potentially identifying information and will not be linked to your
email address. The transcript data will not be linked to the email address when stored. There is
the potential risk of loss of confidentiality and participants are asked to respect the privacy of
other focus group members by not disclosing any identifying information discussed during the
study.
Your participation in this study is voluntary. You may refuse to participate in this study or in any
part of this study. You may withdraw at any time without prejudice to your relations with
UNLV. You are encouraged to ask questions about this study at the beginning or any time during
the research study.
I have read the above information and agree to participate in this study. I have been able to ask
questions about the research study. I am at least 18 years of age. A copy of this consent form has
been attached to the invitation email.
If you have any questions, the Primary Investigator for the research study is Mehmet Erdem,
Ph.D.
Mehmet Erdem, Ph.D.
Hospitality Hall #470
Phone: 702-895-5811
Fax: 702-895-4872
Email: mehmet.erdem@unlv.edu
The Student Investigator is Yoonju Chung.
Yoonju Chung
Phone: 404-944-0602
Cell: 404-944-0602
Email: chungy@unlv.nevada.edu
Each participant will be required to acknowledge receipt and acceptance of the informed consent.
If you would like to continue and participate in the study, please reply back to this email and
indicate your consent to participate.
Focus Group Questions
Employee Focus Group Questions
Q1. Do you currently work at a Forbes & AAA Diamond rated integrated resort?
Yes No
Q2. Please identify your current position.
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 Full time- employee  Part time- employee
 Currently unemployed former hospitality professional
Q3. How many years of work experience do you have at your respective/former property?
Less than 1 Year

1 Year to 3 Years

4 Year to 6 Years

7 Year to 9 Years

10 Year and Above
Q4. To the best of your knowledge and understanding, please explain the purpose of the mystery
shopping program at your integrated resort.
_____________________________________________________________________________
Q5. Do you feel that there is a value in implementing mystery shopping at your
respective/former property?
_____________________________________________________________________________
Q6. Do you feel that it is ethical to use mystery shopping as part of the performance appraisals?
Why? Why not?
_____________________________________________________________________________
Q7. Do you feel that the practice of mystery shopping helps maintain consistency with service
standards at your respective/former property? Why? Why not?
_____________________________________________________________________________

Q8. What do you feel about frequent use of mystery shopping at hotel properties? Please use no
more than three words to describe your feeling.
_____________________________________________________________________________
Q9. Does your fellow team members get anxious due to the possible presence of mystery
shoppers at the workplace?
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 Yes

 No

If so, how much?
Not Anxious At All
1

Extremely Anxious
2

3

4

5

6

7

Q10. Does your fellow team members express getting stressed with the mystery shop programs?
 Yes

 No

If so, how much?
Not Stressful at All
1

Extremely Stressful
2

3

4

5

6

7

Q11. Do you think mystery shopping program impacts on relationships between your fellow
team members and managers?
 Yes

 No

If so, how much?
Extremely Unfavorable
1

Extremely Favorable
2

3

4

5

6

7

Q12. Does your fellow team members may feel their privacy rights were infringed upon due to
regular mystery shopping at your property?
 Yes  No
If so, how much?
Not Intruded at All
1

Extremely Intruded
2

3

4

5
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6

7

Q13. How often would you prefer to have the mystery shopper visit your property?
Daily  Bi-weekly  Once per month  Every quarter  Twice per Year  Once per Year
Q14. Is there a question that I should have asked you about this topic but did not?
_____________________________________________________________________________
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APPENDIX D
INFORMED CONSENT
Harrah College of Hospitality

TITLE OF STUDY: Exploring Mystery Shopping’s Perceived Impacts on Integrated
Resort Employees and Managers
INVESTIGATOR(S): Mehmet Erdem, Ph.D; Yoonju Chung, Graduate Student
For questions or concerns about the study, you may contact Mehmet Erdem, Ph.D. at 702-8955811 or Yoonju Chung at 404-944-0602.
For questions regarding the rights of research subjects, any complaints or comments regarding
the manner in which the study is being conducted, contact the UNLV Office of Research
Integrity – Human Subjects at 702-895-2794, toll free at 888-581-2794 or via email at
IRB@unlv.edu.
You are invited to participate in a research study. The purpose of this study is to explore the
perceptions of integrated resort managers and employees about the use of mystery shopping
programs. You are being asked to respond to the set of questions included in the email.
Participation in this study is voluntary and should take approximately 30 minutes to complete.
You are being asked to participate in this study because you fit the following criteria: You are a
minimum of 18 years of age and are a management professionals or executive in the hospitality
and gaming industry.
There might be direct benefits to you as a participant in this study. This study hopes to increase
awareness about the subject of mystery shopping. There will be no financial cost to you to
participate in this study. You will not be compensated for your time.

All information gathered in this study will be kept as confidential as possible. No reference will
be made in written materials that could link you to this study. The actual email address (along
with the Informed Consent reply emails) will be stored in the private, password protected cloud
storage account of the PI and disposed after three years. The identifiable email address will be
collected but will be de-identified of all potentially identifying information from the email
interview responses. The email responses will not be linked to the email address when stored.
The email responses, which contains no identifiable information (except for the Informed
Consent emails) will be stored on the office PC of the PI as a password protected file and
disposed three years after data collection. There is the potential risk of loss of the confidentiality
if the email exchanges get hacked.
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Your participation in this study is voluntary. You may refuse to participate in this study or in any
part of this study. You may withdraw at any time without prejudice to your relations with
UNLV. You are encouraged to ask questions about this study at the beginning or any time during
the research study.
I have read the above information and agree to participate in this study. I have been able to ask
questions about the research study. I am at least 18 years of age. A copy of this consent form has
been attached to the invitation email.
If you have any questions, the Primary Investigator for the research study is Mehmet Erdem,
Ph.D.:
Mehmet Erdem, Ph.D.
Hospitality Hall #470
Phone: 702-895-5811
Email: mehmet.erdem@unlv.edu
The Student Investigator is Yoonju Chung:
Yoonju Chung
Cell: 404-944-0602
Email: chungy@unlv.nevada.edu
Each participant is required to acknowledge receipt and acceptance of the informed consent. If
you would like to continue and participate the study, please reply back to this email and indicate
your understanding and agreement of the informed consent. A copy of the informed consent is
attached for your records.
Email Based Questions
Manager Virtual Structured Interview
Q1. Do you currently work at a Forbes & AAA Diamond rated integrated resort?
Yes No
Q2. Please identify your current position.
 Supervisor  Middle Manager  Director Level  VP or C-level executive
Q3. How many years of management experience do you have at your respective/ former
property?
Less than 1 Year

1 Year to 3 Years

4 Year to 6 Years

10 Years or more
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7 Year to 9 Years

Q4. To the best of your knowledge and understanding, please explain the main purpose of the
mystery shopping program at your integrated resort.
_____________________________________________________________________________
Q5. Do you feel that there is a value in implementing mystery shopping at your
respective/former property?
_____________________________________________________________________________
Q6. Do you feel that it is ethical to use mystery shopping as part of the workplace performance
appraisals for your employees? Why? Why not?
_____________________________________________________________________________
Q7. Do you feel that the practice of mystery shopping helps maintain consistency with service
standards at your respective/former property? Why? Why not?
_____________________________________________________________________________
Q8. What do you feel about frequent use of mystery shopping at hotel properties? Please use no
more than three words to describe your feeling.
_____________________________________________________________________________
Q9. Do you feel the knowledge of mystery shoppers’ presence makes employees anxious at the
workplace?
 Yes

 No

If so, how much?
Not Anxious At All
1

Extremely Anxious
2

3

4

5

6

7

Q10. Do you feel the mystery shopping practice stresses your employees?
 Yes

 No
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If so, how much?
Not Stressful at All
1

Extremely Stressful
2

3

4

5

6

7

Q11. Do you feel the mystery shopping practices impact on relationships between you and your
employees?
 Yes

 No

If so, how much?
Extremely Unfavorable
1

Extremely Favorable
2

3

4

5

6

7

Q12. Do you feel the mystery shopping program infringed upon employees’ privacy rights at the
workplace?
 Yes  No
If so, how much?
Not Intruded at All
1

Extremely Intruded
2

3

4

5

6

7

Q13. Based on the questions 9-12, did the value of implementing mystery shopping practice at
your property changed?
Yes No
Q14. How often would you prefer to have the mystery shopper visit your property?
Daily  Bi-weekly  Once per month  Every quarter  Twice per Year  Once per Year

Q15. Is there a question that I should have asked you about this topic but did not?
_____________________________________________________________________________
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